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We  take  the  trouble 
to  give  Mums  more  choice... 


/uality  that  Mums  can  rely  on,  that's 
Griptight.  Quality  in  feeding  systems,  quality  in 
soothers,  quality  in  everything  a  baby  needs. 
More  quality  -  more  choice. 
Producing  and  developing  a  range  of 
products  that's  precisely  what  Mums  are  looking 
for,  means  taking  time  and  trouble. The  time  to 
listen  to  Mums. The  time  to  carefully  develop  and 
test  every  product,  not  only  to  meet,  but  exceed 
the  most  rigid  standards  -  including  those  of  the 
BSI.  Ultimately,  it  means  a  range  of  products 
that's  built  on  a  reputation  without  equal. 

That  reputation  is  as  strong  today  as  it's 
ever  been. 

The  market  is  even  stronger.  In  advertising, 
in  packaging,  in  point-of-sale  merchandising. 


Griptight  is  building  a  dominant  force  in  the 
marketplace,  and  what  that  means  to  you  is 
quite  simple  -  more  business. 

There's  a  superb  new  range  of  products 
that  you  could  be  profiting  from  right  now.  and 
it's  all  backed  by  an  extensive  professional  and 
retail  advertising  campaign.  It's  all  designed  to 
really  generate  business,  and 
to  find  out  how  you  could  be 
getting  your  share,  all  you  ""' 
have  to  do  is  phone 
021-414  1122. 

Cash  in  on  better 
business,  stock  Griptight  - 
and  you'll  be  certain  you're 
stocking  success. 


...and you  more  business. 

BIRMINGHAM,  COLNE,  PERSHORE.  SUNGEI  PETANI  (Malaysia),  WALL1NGTON  N.J.  U.S.A. 
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Made  in  the  United  Kingdom. 


FROM  THE  « 
RANGE  OF  PRODUCTS 


FOR  FURTHER  DETAILS 
PLEASE  CONTACT  OUR 
CUSTOMER  SERVICES 
DEPARTMENT 


It's  always  been  the  best  you  can  buy.' 

Lewis  Woolf  Griptight  Limited.  144  Oaklield  Road.  Selly  Oak.  Birmingham. B297EE.    Tel:  021  414  1122     Fan:  021-414  1123     Telex:  338666 
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JIC  rates  up 
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Pay  us  for 
extended  role 
says  Clitherow 

Pharmacy  update: 
Aira'diarrhoeals 


Staying  healthy 
—  it's  a  tonic! 


IF  YOU  THINK 
TIMOTEI  IS  A  SUCCESS 
WAIT  TILL  YOU  SEE 
HOW  QUICKLY 
THE  DANDRUFF  GOES. 

Now  the  most  successful  frequent 
use  brand  is  introducing  an 
enormous  new  profit  opportunity: 
Timotei  Dandruff  Shampoo. 

It's  the  first  dandruff  shampoo 
to  combine  effective  dandruff 
control  with  the  mildness  your 
customers  love. 

What's  more,  backed  by  a 
massive  £2m  advertising  cam- 
paign as  part  of  the  £4m  total 
spend  for  Timotei  this  year,  it 
makes  sense  to  stock  plenty. 

Then  you'll  see  how  quickly 
your  customers  take  out  the 
Dandruff  and  bring  in  the  profits! 

ELIDA  GIBBS.  CARING  FOR  HEALTH  AND  BEAUTY. 


Dandruff 

shampoo 
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For  some  time  now  the  National  Association  of 
Pharmaceutical  Distributors  has  been  trying  to  get 
across  to  the  Government  the  message  that  the  lot  of 
the  full-line  wholesaler  is  not  a  happy  one.  Wholesalers  are 
increasingly  concerned  by  the  in-roads  being  made  into 
their  business  by  cherry-picking  short-liners. 

With  80  per  cent  of  a  full-line  wholesaler's  ethical 
turnover  coming  from  just  20  per  cent  of  the  product  range 
(usually  high  stockturn  lines),  any  loss  of  this  business  to 
short-liners  affects  profitability  quite  disproportionately. 
This  imbalance  is  further  emphasised  by  the  increasing 
price  of  keeping  on-shelf  slow  moving  ethicaJs  as  fixed  costs 
rise  with  interest  rates. 

Original  pack  dispensing  is  forcing  down  the  line  value 
of  each  ethical  delivered.  The  margin  on  generics, 
potentially  well  above  the  12.5  per  cent  available  on 
dispensed  brands,  is  depressed  by  fierce  price  competition. 
And  the  target  15  per  cent  margin  on  the  remaining  OTC 
lines  stocked  by  the  full-liner,  often  fails  to  rise  above  that 
figure  as  the  wholesaler  first  secures,  then  passes  on  to  the 
retailer  promotional  discounts.  Small  wonder  that  the 


Monopolies  and  Mergers  Commission  found  full-line 
wholesaler  profits  at  less  than  2  per  cent  of  turnover. 

The  Government  has  repeatedly  failed  to  recognise  the 
great  difference  in  the  quality  of  wholesale  service  available 
by  awarding  differential  licences.  It  has  been  happy  to  let 
market  forces  prevail,  secure  in  the  knowledge  that 
wholesale  competition  forces  down  the  price  paid  by  the 
pharmacist  retailer,  and  that  it  can  recover  that  extra 
margin  for  the  Exchequer  by  increasing  the  discount  scale. 
Full-line  wholesalers  will  only  be  able  to  sustain  that  vast 
raft  of  barely  profitable ,  slow  moving  ethicals  if  their  fast 
moving,  profitable  core  is  protected  in  some  way. 

Some  of  the  regional  wholesalers  are  feeling  the  pinch 
with  a  clutch  much  relieved  to  have  a  few  pharmacies  to 
sustain  profit  levels.  Doubtless  the  first  thing  to  be  cut  will 
be  their  rural  services  with  their  higher  delivery  costs, 
followed  by  range.  Cheap  medicines  are  no  good  to  patients 
if  they  cannot  be  supplied  to  fill  a  prescription. 

The  time  has  come  for  the  Government  to  introduce  a 
dose  of  equity  into  the  wholesale  system.  The  signs  are 
that,  not  before  time,  it  may  be  prepared  to  do  just  that. 
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Class  action 
moves  closer 


NEWS 


JIC  rates  up  8pc 
from  April  9 


New  rates  of  pay  and  conditions  of 
employment  have  been  agreed  for 
shop  assistants,  dispensing 
assistants,  pharmacists  and 
pharmacist  managers  in  England 
and  Wales.  The  new  rates,  which 
add  nearly  8pc  to  most  scales, 
come  into  operation  on  April  9. 

At  its  meeting  on  March  9,  the 
National  Joint  Industnal  Council 
for  Retail  Pharmacy  (England  and 
Wales)  agreed  the  following 
changes  to  the  1989  agreement: 

■  An  increase  of  £7.30  a  week 
raises  the  minimum  provincial 
shop  assistants'  wages  from 
£9 1 .40  to  £98 . 70 .  This  represents 
an  increase  of  7.986  per  cent 
which  also  applies  to  the  rates  for 
junior  shop  assistants. 

■  Minimum  rates  for  dispensing 
assistants  will  aJso  be  increased  by 
7.986  per  cent. 

■  Special  relief  has  been  lifted  to 
£3,969  weekly  turnover. 

■  Pharmacist  managers  receive 
a  7.986  per  cent  salary  increase  on 
the  minimum  salaries  on  a  revised 
turnover  band  uplifted  to  allow  for 
drug  inflation  at  11  per  cent  and 
retail  price  index  at  7.7  per  cent. 

■  Pharmacists  also  receive  a 
7.986  per  cent  increase. 

■  Rota  payments  have  not  yet 
been  agreed. 


Society  wants 
paracetamol 
warning 

The  Royal  Pharmaceutical  Society 
is  to  ask  the  Department  of  Health 
to  make  all  paracetamol  products 
Pharmacy  only  and  to  insist  that  all 
labels,  packs  and  advertisements 
carry  warnings  about  the  drug. 

The  move  was  approved  at 
last  week's  Council  meeting.  It 
follows  the  widely  publicised  death 
of  a  woman  who  had  taken  a 
variety  of  products  each 
containing  paracetamol. 

The  warnings  are  felt  to  be 
necessary  because  of  the  public's 
apparent  lack  of  awareness  of  the 
drug's  toxicity. 

The  Practice  Committee  said 
it  would  like  to  see  packs  or  labels 
telling  people  not  to  take  the 
product  at  the  same  time  as  any 
other  containing  paracetamol 
without  consulting  a  doctor  or 
pharmacist. 
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The  new  wages  and  conditions 
which  are  based  on  a  normal 
working  week  of  39  hours  are 
shown  below. 

Agreement  for  pharmacists 

Minimum  annual  salary  scales 
Pharmacist  managers 


Weekly  turnover    London  Provincial 


£2,628-2,889 

£9,761 

£9,628 

£2,890-3,177 

£9,954 

£9,823 

£3,178-3,497 

£10,155 

£10,019 

£3,498-3,847 

£10,358 

£10,217 

£3,848-4,244 

£10,564 

£10,423 

£4,245-4,654 

£10,777 

£10,631 

£4,655-5,117 

£10,990 

£10,842 

£5,118-5,631 

£11,233 

£11,059 

£5,632-6,195 

£11,436 

£11,282 

£6,196-6,814 

£11,665 

£11,507 

£6,815  and 

£11,899 

£11,736 

over 

Pharmacists 

London 

Provincial 

1st  Year 

£7,231 

£7,102 

2nd  Year 

£7,483 

£7,356 

Zofran  (ondansetron),  an  anti- 
emetic treatment  researched  and 
developed  by  Glaxo,  has  been 
granted  a  product  licence  in  the 
United  Kingdom  and  France.  It 
will  shortly  be  available  in  hospitals 
for  emesis  associated  with  cancer 
treatments. 


Agreement  for  dispensing 
assistants  and  shop  assistants 

Minimum  weekly  rates  of  wages 
Dispensing  assistants 


Age 

London 

Provincial 

20 

£107.79 

£107.17 

21 

£110.56 

£109.90 

Shop  assistants 

Age 

London 

Provincial 

16 

£64.45 

£64.14 

17 

£74.38 

£74.01 

18 

£84.27 

£83.88 

19 

£99.13 

£98.70 

Special  relief:  The  dispensing  and 
shop  assistants  agreement 
permits  an  employer  providing  an 
essential  pharmaceutical  service 
and  who  is  suffering  special 
economic,  financial  or  trading 
difficulties  to  apply  for  authority  to 
pay  up  to  15  per  cent  lower  rates  if 
the  combined  NHS  and  counter 
turnover  is  less  than  £3,969  per 
week. 


Ondansetron  is  the  first  of  the 
new  generation  of  5-HT 
serotonin)  antagonists.  It  works 
by  blocking  5HT3  receptors,  on 
cell  surfaces  and  blocks  emetic 
reaction  to  cancer  treatments. 
Further  details  will  be  published  in 
next  week's  C&D. 


Class   actions   for  medicaH 
negligence,   in  which  larg^  I 
numbers  of  claimants  are  deal 
with  in  a  single  case ,  moved  a  ste] 
closer  this  week,  as  the  Hig] 
Court  on  Monday  eased  the  wa; 
for  compensation  claims  of  up  t< 
£150m  by  people  sufferinj 
crippling  back  pain  alleged! 
caused  by  a  hospital  dye  used  in  X 
rays.  More  than  700  people  ar<! 
said  to  suffer  chronic  extreme  pai 
because  they  were  injected  wit!1 
Myodil  dye  when  they  attende 
hospital  for  back  scans. 

In  a  test  case  ruling  in  Londo 
following  a  hearing  in  Manchestei 
Mr  Justice  Steyn  directed  that  an 
costs  payable  by  claimants  as 
result  of  a  group  damages  actio 
against  dye  manufacturers  Glax 
Laboratories  should  be  share 
between  them  so  that  individual 
would  not  be  deterred  from  suin 
by  the  risk  of  heavy  legal  costs 
He  also  ruled  that  either  he  or  hi 
colleague  Mr  Justice  Rose  woul 
hear  all  Myodil  cases  brought  t 
courts  on  the  Northern  Circuit. 

Monday's  case  was  b  rough 
by  61-year-old  Barbara  An 
Chrzanowska,  of  Telford 
Shropshire,  who  claims  she  wa!  { 
partly  paralysed  after  bein 
injected  with  Myodil  in  1976. 

In  his  judgment,  the  judge  sai1 
justice  demanded  that  neyj 
procedures  should  evolve  to  medi  1 
the  likely  spate  of  group  damage  1 1 
claims  in  the  1990s.  He  said  th  I 
current  state  of  English  civil  law  -! ' 
under  which  claimants  have  to  su|:: 
individually  —  was   "not  d 
satisfactory  state  of  affairs  " .  I 

Alleged  Myodil  victims  forme, 
"a  potentially  enormous"  groui' 
of  claimants. 

 __i 


Glaxo's  Zofran  licensed 


Employees 
miss  out 
says  Nathan 

employee  pharmacists  are 
seriously  under-represented  in 
jharmaceuticaJ  affairs,  claims  Alan 
Nathan,  former  member  of  the 
Society's  Council. 

"This  is  a  matter  for  concern 
jecause  employee  community 
jharmacists  are  already 
lumerically  the  largest  single 
jccupational  group  in  the 
jrofession  and,  the  way  things  are 
leveloping,  their  numbers  look 
ikely  to  increase  further  over  the 
lext  few  years  as  the  independent 
sector  declines , "  he  told  the  Joint 
ioots  Pharmacists  Association 
innual  meeting  in  Birmingham  last 
Sunday. 

"In  spite  of  their  numbers, 
imployee  pharmacists  have 
virtually  no  representation  on  any 
)f  the  major  ruling  bodies  of  the 
irofession.  They  are  not  even 
tllowed  to  join  the  National 
Pharmaceutical  Association,  let 
done  be  elected  to  the  Board; 
hey  have  a  mere  token  presence 
m  the  Pharmaceutical  Services 
Negotiating  Committee  and, 
vorst  of  all,  they  are  totally 
inrepresented  on  any  of  the 
society's  committees." 

Mr  Nathan,  who  now  works  as 
i  joint  teacher/practitioner  with 
Soots  and  Kings  College  Chelsea 
Department  of  Pharmacy,  intends 
o  stand  again  for  election  to  the 
y  ciety's  Council  this  year.  If 
ma  .ssful,  he  will  campaign  hard 
or  a  community  pharmacists 
jroup,  an  idea  that  was  approved 
n  principle  by  Council  but  later 
ibandoned  on  the  grounds  of  cost. 


Full  Marks 
once  daily 

N'app  Laboratories'  new  shampoo 
for  head  lice,  Full  Marks,  which 
:ontainsphenothrin0.2  percent, 
las  now  been  approved  as  a  once- 
inly  treatment. 

The  previous  licence 
stipulated  treatment  on  three 
accasions,  but  Rob  Purkis, 
product  manager  says:  "Clinical 
studies  comparing  Full  Marks 
shampoo  to  both  malathion  and 
:arbaryl  alcohol-based  lotions 
iemonstrated  that  a  once-only 
treatment  would  be  effective.  In 
terms  of  ease  of  use,  cost- 
?ffectiveness  and  user 
acceptability  we  felt  it  important  to 
move  to  this  treatment  regime  as 
soon  as  possible."  Napp  say  the 
packaging  will  be  updated  as  soon 
as  possible. 


Bottomley  hears  NAPD  defem 


The  National  Association  of 
Pharmaceutical  Distributors  has 
renewed  its  attack  on  short-line 
wholesalers  who,  it  says,  are 
"creaming  the  profits"  off  the  top 
of  the  distribution  system. 

At  the  Association's  annual 
dinner,  attended  last  Monday 
evening  by  Health  Minister 
Virginia  Bottomley,  NAPD 
chairman  Don  Mulholland,  of 
Graham  Tatford  &  Co  Ltd,  hit  out 
at  importers  of  European  ethicals 
and  short-line  wholesalers  and 
self-distributors.  "As  professional 
distributors,  we  believe  we  can 
help  reduce  the  drug  bill 
significantly  and  are  keen  to 
consult  with  the  Department  on 
how  such  savings  can  best  be 
achieved,"  Mr  Mulholland  said. 

NAPD  members  ability  to 
sustain  high  standards  of  service  is 
being  insidiously  eroded,  Mr 
Mulholland  said.  "The  first 
evidence  is  likely  to  be  seen  in 
rural  areas.  It  may  soon  be  the 
case  that  such  high  cost  services 
can  no  longer  be  subsidised  by  the 
relatively  more  cost-effective 
services  in  urban  pharmacies. 
Profitability  is  dwindling  because 
of  the  ridiculous  levels  of  discount 
caused  by  market  forces  as  well  as 
increased  generic  prescribing,  the 
creeping  introduction  of  original 
packs  and  the  displacement  of  UK 
brands  by  European  ethicals. 

Mr  Mulholland  remined  the 
Minister  that  only  full-time 
wholesalers  are  prepared  to 
supply  any  product  to  meet  a 
patient's  need,  regardless  of  the 


Health  Minister  Virginia  Bottomley,  meets  NAPD  chairman  Don 
Mulholland  (tight)  and  vice-chairman  David  Taylor  before  Monday 
night 's  dinner 


costs  involved.  "In  fact,  'slow 
movers '  constitute  80  per  cent  of 
our  product  range  and  are 
distributed  by  us  at  a  loss.  A 
recent  study  by  a  member 
company  found  that  all  the 
products  of  a  well-known  major 
manufacturer  fell  into  the  loss- 
making  category.  Short-line 
wholesalers  would  not  dream  of 
stocking  this  manufacturer's 
products  as  their  only  concern  is 
to  cherry-pick  the  profitable  20 
percent." 

Mr  Mulholland  welcomed  the 
recent  levels  of  "constructive 
consultation"  with  the 
Department  of  Health  and 
particularly  the  open  way  licence 
fee  increases  had  been  explained, 
if  only  because  it  provided  the 
Association     with  cogent 


arguments  for  criticism. 

He  pointed  out  that  NAPD's 
Code  of  Practice  is  now  been  used 
as  a  blueprint  for  a  Euro-code  and 
said  NAPD  members  remained 
committed  to  providing  the 
highest  standards  of  service  in  the 
interests  of  patients.  But  he  urged 
Mrs  Bottomley  to  ensure  neither 
the  Government  nor  the 
Department  act  to  weaken  or 
break  the  vital  link  between  the 
manufacturers  and  the  patients 
provided  by  NAPD  members. 

The  Government  appreciates 
the  dialogue  with  the  NAPD,  said 
Mrs  Bottomley.  She  held  out  little 
hope  for  a  change  in  the  fee 
structure  of  the  Medicines 
Control  Agency,  but  said  the 
Department  valued  the  part 
played  by  full  line  distributors. 


Doctor  dispensing  amendment 
guillotined  by  Government 


As  C&D  went  to  Press  Labour 
MPs  accused  the  Government  of 
seeking  to  stifle  debate  on  a 
proposal  that  family  doctors  and 
dentists  should  be  free  to  dispense 
medicines  for  their  NHS  patients. 

The  proposal,  embodied  in  a 
new  clause  to  the  NHS 
Community  Care  Bill  was 
introduced  by  Sir  George  Young, 
a  former  junior  health  minister  and 
had  been  selected  for  discussion 
by  Mr  Bernard  Weatherill,  the 
Speaker  of  the  Commons. 

A  dispute  between 
Government  and  Opposition 
leaders  over  the  time  needed  to 
debate  the  remaining  stages  of  the 
Bill,  led  to  Tuesday's  sitting 
lasting  through  the  night,  during 
which  18  hours  were  devoted  to 
considering  five  new  clauses. 

Sir  George  Young's 
proposals,  which  also  made 
provisions  for  doctors  and  dentists 


to  arrange  for  medicines  to  be 
dispensed  by  pharmacists,  was 
among  40  new  clauses  and  212 
amendments  still  to  be  dealt  with 
when  the  Government  called  for 
debate  on  the  Bill  to  be  adjourned. 

Mr  Tim  Renton,  the 
Government  chief  whip,  then 
announced  that  a  motion  to  be 
introduced  later  on  Wednesday 
would  curtail  debate  on  the 
remaining  provisions  by  use  of  the 
Parliamentary  guillotine.  Labour 
MPs  immediately  protested  that 
there  would  not  be  an  adequate 
opportunity  for  debating  the  new 
clause  by  Sir  George  Young. 

The  new  clause  had  attracted 
support  from  other  Conservative 
backbenchers  and  from  Labour 
leaders,  including  Robin  Cook  the 
Shadow  Health  Secretary. 

As  the  Government  had 
suffered  a  three  vote  defeat  on  an 
earlier  new  clause  which  attracted 


cross  party  support,  Labour  MPs 
suggested  that  Ministers  were 
hoping  that  the  use  of  the 
guillotine  would  prevent  a  vote 
being  taken  on  Sir  George 
Young's  proposal. 


Standard  for 
condoms? 

The  Department  of  Health  is 
considering  whether  condoms 
should  have  to  meet  a  mandatory 
standard,  Under  Secretary  for 
Health,  Roger  Freeman,  has  said. 

Although  the  Department  has 
no  plans  to  make  the  new  BSI 
standard  mandatory  "the  matter 
is  under  review  while  an 
international  standard  is 
considered". 
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NPA  Board  prepares 
for  Young  amendment 


The  Board  of  the  National 
Pharmaceutical  Association  has 
initiated,  in  conjunction  with  the 
Society  and  the  Pharmaceutical 
Services  Negotiating  Committee, 
appropriate  lobbying  activity 
against  Sir  George  Young's 
universal  doctor  dispensing 
amendment  to  the  NHS  and 
Community  Care  Bill. 

The  Board  heard  during  its 
February  meeting  that  Sir 
George,  a  former  Junior  Health 
Minister,  had  tabled  his 
amendment.  While  it  was 
assumed  that  the  proposal  would 
probably  not  have  Government 
support  considerable  concern  was 
expressed  that  it  should  ever  have 
seen  the  light  of  day. 

As  well  as  initiating  lobbying 
the  Board  agreed  to  make 
contingency  PR  plans  in  case  the 
amendment  became  an  issue  in 
the  lay  media. 

Payments  for  syringe  and  needle  exchange 

The  NPA  is  to  write  to  the 
Department  of  Health  requesting 
payment  for  community 
pharmacists  who  provide  syringe 
and  needle  exchange  schemes. 

In  most  areas  where  such 
schemes  are  operating,  the 
equipment  is  paid  for  by  the 
Department  of  Health  via  district 
health  authorities.  Health 
authority  employees  such  as 
district  pharmaceutical  officers, 
hospital  pharmacists  and 
community  services  pharmacists 
were  paid  for  their  involvement  in 
setting  up  the  schemes.  It  was 
therefore  felt  to  be  reasonable 
that  community  pharmacists 
should  also  be  paid  for  their 
contribution  in  preventing  the 
spread  of  AIDS. 

PATA  subscription  As  the  NPA's 
subscription  to  the  Proprietary 
Articles  Trade  Association  had  not 
increased  since  1988,  the  Board 
agreed  to  a  one-off  donation  of 
£5,000  to  help  the  Association 
with  its  ever  increasing  operating 
costs.  The  PATA,  guardian  of 
resale  price  maintenance  on  OTC 
medicines,  continues  to  take 
action  against  300  cut  price 
traders  each  year,  the  majority  of 
whom  are  reported  by  retail 
pharmacists. 

"Ask  your  pharmacist"  support 

Members  of  the  advertising  sub- 
committee noted  how,  on 
occasions,  manufacturers  of 
medicines  and  other  products  sold 
through  pharmacies  had 
supported  the  "Ask  your 
pharmacist"  message  in  their 
consumer  advertising. 

The  most  notable  recent 
example  was  Wellcome's  poster 
advertisements  for  Actifed,  which 


suggested  the  public:  "Talk  to 
your  pharmacist  if  there's 
something  you'd  like  to  get  off 
your  chest".  The  Board  agreed 
that  manufacturers  should  be 
urged  to  think  of  the  NPA's 
message  in  future  advertising 
projects. 

NPA  grant  for  hospice  surgey  The 

Board  agreed  with  NPA  member, 
Michael  Chapman  from  Taunton, 
that  pharmacists  had  a  role  to  play 
as  part  of  the  team  providing 
services  to  hospices.  And  his 
survey  to  investigate  the  extent  of 
pharmaceutical  services  to 
hospices  is  to  be  partially  funded 
by  the  NPA.  The  NPA  will  advise 
Mr  Chapman  to  liaise  with  a  school 
of  pharmacy  whilst  carrying  out 
his  work. 

Rating  Valuation  Service  To  help 
members  decide  whether  the 
lodging  of  an  appeal  against  their 
new  business  rating  assessments 
would  be  worthwhile,  the  office 
had  been  considering  the 
introduction  of  a  rating  valuation 
service. 

The  Business  Services 
Committee  decided  to  test 
services  available  to  members 
through  the  Machinery  Users' 
Association  for  themselves  before 
accepting  the  recommendation  of 
the  office  that  MUA's  facilities  be 
offered  generally  to  members  at  a 
reduced  rate.  A  decision  would  be 
reached  as  soon  as  possible 
bearing  in  mind  that  members 
would  have  only  until  the  end  of 
September  to  lodge  an  appeal. 
NPA  services  A  16%  increase  during 
1989  in  the  value  of  NPA  business 
aids  and  services  used  by 
members,  compared  with  the 
previous  year,  has  been  reported 
by  business  services  manager 
John  Goulding.  Among  the 
highlights  of  the  year  were  heavy 
investment  by  members  in  fax 
machines,  illuminated 
"prescription"  signs,  computer 
labelling  systems,  blood  pressure 
machines  and  electronic  tablet 
counters. 

The  average  savings  enjoyed 
by  each  member  in  discounts  and 
rebates  during  the  year  totalled 
£131  equivalent  to  almost  half  the 
current  annual  NPA  membership 
subscription. 

Credit  Card  Duality  Figures  supplied 
by  the  Midland  Bank  indicated  that 
the  average  transaction  value  of 
members  who  had  joined  the 
NPA's  Midland  Bank  duality 
scheme  introduced  last  Autumn 
for  Mastercard  and  Visa  card 
payments  was  a  surprising 
£21.16.  Previously  research  by 
credit  card  companies  had  shown 
an  average  sale  value  below  £6. 


3  Capsules  of  250ms  EACH 


Due  to  the  prevalence  of  counterfeiting  in  Third  World  markets,  brand 
security  was  central  to  the  packaging  of  Lederle  's  antibiotic  Gonocin 
030,  launched  in  Nigeria.  Close  co-operation  between  Jarvis  Porter 
(Label  Systems)  and  hologram  specialists  Amblehurst  resulted  in  hot 
foil  hologram  labels.  The  label  incorporates  a  multi-dimensional 
hologram  featuring  '  'Lederle ' '  with  the  hologram  designed  to  reflect  red 
in  the  foreground  lettering,  with  black  and  blue  reflected  at  a  separate 
level 


Health  Minister  praises 
NPA  advertisements 


Health  Minister  Virginia 
Bottomley  congratulated  the 
National  Pharmaceutical 
Association  "most  warmly"  last 
week  on  the  care  with  which  it  had 
put  together  the  latest  "Ask  your 
pharmacist"  advertising  campaign 
(C&D,  February  24,  p266). 

Speaking  at  a  Press 
conference  to  launch  the 
campaign,  she  acknowledged  that 
it  was  taking  place  at  a  time  when 
"a  revolutionary  amendment  on 
the  pharmacist's  role"  was  being 
tabled  to  the  NHS  Bill.  She  said 
that  pharmacists  had  become  a 
recognised  source  of  advice, 
guidance  and  good  counsel,  with 
an  important  part  to  play  in  the 
health  care  team.  A  key  aspect  of 
that  role  was  that  people  visited 
pharmacies  when  they  were 
healthy  as  well  as  when  they  were 
ill,  enabling  pharmacists  to  spread 


accurate  information  in  an  area!  I 
where  the  pace  of  change  wasll 
great.  She  hoped  the  campaign.il 
would  go  from  strength  td!| 
strength. 

Pharmacies  have  been  askeci| 
to  pay  an  increased  subscription  o 
£60  (from  £50)  towards  this 
year's  £600,000  campaign.  The) 
advertisements  have  already 
appeared  in  the  March  issues  oj 
women's  magazines  and  on  postei.. 
sites. 

NPA  director  Tim  Astill  said 
that  one  of  the  advertisements  (on 
baby  requisites)  aimed  to  highligh 
the  pharmacy  as  a  useful  point  o| 
reference  for  many  things  apart 
from  just  getting  prescription; 
dispensed.  "That  is  something 
that  should  not  be  lost  sight  of  in 
the  current  rather  stupid  debaU 
about  dispensing  in  doctors 
surgeries,"  he  told  the  audience! : 


Ask  3" 
jsk  you- 


Left  to  right,  Tim  Astill,  NPA  director,  Health  Minister  Virgini. 
Bottomley  and  NPA  Board  member  David  Sharpe  in  front  of  a  selectio, 
of  the  new  'Ask  an  expert.  Ask  your  pharmacist"  posters 
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Complaints 
by  patients 
made  easier 

Health  Minister  Virginia 
Bottomley  has  now  laid 
Regulations  before  Parliament 
which  will  make  the  procedure  for 
patients  complaining  about  family 
practitioner  services  easier. 

The  changes,  which  come  into 
effect  on  April  2,  will  allow  some 
people  to  make  oral  complaints 
rather  than  written  ones ,  and  will 
also  extend  the  time  limit  for  filing 
a  complaint  from  eight  to  13 
weeks. 

In  future,  FPCs  will  be  able  to 
decide  the  outcome  of  some 
;omplaints  without  reference  to 
the  Secretary  of  State  and  will 
have  to  operate  an  informal 
:onciliation  procedure. 

A  leaflet  explaining  the 
rhanges  to  patients,  with 
rranslations  in  French, 
Vietnamese,  Turkish,  Cantonese, 
Urdu,  Punjabi,  Hindi,  Bengali  and 
Gujerati,  is  available  from  FPCs 
indCHCs. 


Morphine 
tablet  abuse 

Intravenous  drug  users  may  be 
starting  to  abuse  slow  release 
morphine  sulphate  tablets,  warns 
last  week's  British  Medical 
Journal. 

Two  doctors  at  the  Substance 
Abuse  Unit  at  Stoke-on-Trent's 
City  General  Hospital,  report 
three  cases  of  abusers  who  have 
injected  morphine  sulphate 
extracted  from  the  tablets. 

The  three,  aged  between  20 
and  26,  obtained  their  tablets  on 
prescription  or  on  the  "street", 
and  were  taking  100  to  400mg. 

The  doctors  videotaped  the 
extraction  technique  and  taught 
three  nursing  staff  and  two 
medical  students  the  procedure. 
Under  "street"  conditions,  they 
were  able  to  extract  about  65  per 
cent  of  the  available  morphine 
sulphate.  One  sample  was  put 
through  the  extraction  a  second 
time  (as  addicts  often  do)  and  the 
yield  increased  15  per  cent. 

The  doctors  recommend  the 
dose  of  methadone  used  to  treat 
tablet  abusers  should  be  based  on 
the  65  per  cent  extraction. 

AIDS  cases  Up  to  the  end  of 

February  3,021  cases  of  AIDS  had 
been  reported  to  the  Department 
of  Health.  Of  these,  1,717  had 
died.  Comparable  figures  for  the 
end  of  January  were  2,920  and 
1,660. 


Brown  howl! 


The  Girl  Guides  Association 
suffered  a  severe  attack  of 
righteous  indignation 
{Guardian,  March 6)  when 
the  Walford  Brownie  Pack 
ran  amok  in  an  episode  of 
Eastenders.  The 
Broadcasting  Complaints 
Commission  was  not 
amused  either,  and 
criticised  the  BBC  for  a 
storyline  that  came  "close 
to  parody".  The  Girl 
Guides  admitted  to  a  lobby 
campaign  of  both  TV 
networks  as  a  PR  exercise, 
but  when  they  eventually 
achieved  their  ambition  the 
result  was  not  as 
anticipated. 

I  have  often  wondered  at  the  low 
profile  of  pharmacy  in  the  scripts  of  media 
fiction,  and  was  surprised  to  learn  that  our 
professional  PR  peers  actively  discourage 
our  involvement.  The  reason  is  that, 
rather  than  the  expected  Pandora's  Box, 
the  revelations  would  be  of  a  more  skeletal 
nature  and  would  do  nothing  to  enhance 
the  image  of  the  profession.  The  saga  of 
the  nine-year-old  tearaways  of 
Eastenders  reinforces  that  warning  and 
demonstrates  the  wisdom  of  the  more 
circumspect  approach. 

A  place  for  herbals 

The  drug  companies  are  to  some  extent 
victims  of  their  own  success.  The 
powerful,  effective  drugs  they  have 
discovered  have  revolutionised  medicine, 
but  in  so  doing  have  catalysed  a  strong 
movement  away  from  their  compelling 
influence.  Many  patients  are  genuinely 
scared  of  the  Jekyl  and  Hyde  effect  and 
seek  less  potent  alternatives. 

Herbal  medicine  has  been  confined  in 
Britain  to  a  few  experts  and  the  shelves  of 
the  health  food  shop.  Pharmacy  has  been 
understandably  sceptical  about  third  party 
claims  for  miracle  cures,  but  recently  a 


number  of  herbal  products 
have  been  introduced  with 
full  product  licences.  These 
products  have  found  an 
enthusiastic  welcome  on  my 
shelves,  and  I  can  now 
recommend  alternatives 
with  confidence.  Evening 
primrose  oil,  fish  liver  oils 
and  garlic  all  have  their  place 
—  but  a  plea  from  the  heart. 
Potter's  Passiflora,  Lane's 
Naturest  and  Natracalm  are 
all  passiflora  presentations 
for  the  treatment  of 
temporary  stress  and 
sleeplessness,  but  there  is 
apparently  no  standard 
method  of  comparing 
dosage.  If  product  licences 
are  granted,  should  not  the 
activity  be  quoted  in  directly 
comparable  units? 

Clinical  commitment 

I  have  watched  C&D  evolve  over  the 
years  and  have  felt  proud  to  be  part  of  a 
journal  which  has  progressed  from  the 
purely  commercial  to  an  essential, 
composite  journal  for  the  community 
pharmacist.  It  has  achieved  a  balance 
between  commercial  and  professional 
which  has  engendered  respect  and  is  a 
credit  to  its  editorial  staff. 

In  last  week's  issue  this  professional 
approach  was  reaffirmed  by  the 
revamping  of  its  "Clinical' '  series,  with  a 
greater  emphasis  on  the  practice  rather 
than  the  theory  of  pharmacy.  The 
presentation  is  attractive,  the  content 
instructive,  and  the  subjects  directly 
applicable  to  current  practice.  Continuing 
education  is  vital  for  the  profession's 
survival,  but  not  all  pharmacists  are  able 
to  attend  formal  courses  or  benefit  from  a 
purely  academic  approach.  C&D's 
approach  to  this  problem  mirrors  its 
commitment  to  community  pharmacy,  and 
this  new  series,  with  its  unashamedly 
practical  emphasis,  promises  stimulating 
instruction  without  tedium. 
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CO  JTERPOWTS 


Calgel  joins 
Calpol 

Wellcome  are  moving  into  the 
teething  gel  market  with  a  new 
product  packaged  similarly  to 
Calpol. 

Calgel  is  yellowish-brown  and 
contains  lignocaine  hydrochloride 
0.33  per  cent  and  cetylpyridinium 
chloride  0.1  per  cent.  Indicated  for 
teething  pain  in  infants,  the  gel  is 
rubbed  gently  onto  the  affected 
area,  at  intervals  of  20  minutes  if 
needed,  up  to  six  times  a  day. 
Calgel  (lOg  £1 .16)  is  classified  as 
a  pharmacy  only  medicine 
(PL3/0242)  and  is  said  to  be  herbal 
flavoured,  and  sugar-free. 

The  launch  will  be  supported 
by  advertising  in  the  Bounty 
Book.  The  gel  comes  in  display 
outers  of  12  (£8.16  trade),  and 
window  showcards  are  available. 
Wellcome  Foundation  Ltd.  Tel: 
0270  583151. 


Veet  is  now 
delicate 

Reckitt  &  Colman  are  launching 
Veet  Delicate,  a  new  depilatory 
cream  designed  specially  for  the 
bikini  line  at  the  end  of  March. 

Veet  Delicate  (75ml  £2.49) 
has  been  developed  in  France  to 
gently  remove  hair  from  the  bikini 
line,  as  well  as  underarms  and 
legs,  says  the  company.  It 
eliminates  the  need  for  applying 
finishing  cream  after  use  and  there 
is  no  need  for  a  moisturiser. 

The  packaging  is  consistent 
with  the  Veet  range,  but  a  new 
"sophisticated"  message  is 
conveyed  in  the  modern  motifs. 

To  support  the  launch,  an 
extensive  PR  campaign  will 
include  cover  mounting,  sampling, 
promotions  and  activity  to 
encourage  new  triallists.  Reckitt  & 
Colman.  Tel:  0482 26151. 


Reckitt's  latest  promotion  on  400ml 
packs  of  Deep  Fresh  foam  bath 
offers  10  per  cent  extra  free. 
Shower  gel  200mJ  packs  also  offer 
an  extra  10  per  cent  free.  Reckitt 
&  Colman  Pharmaceuticals.  Tel: 
048226151. 


Use  from  4  months  to  2  years 
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Milupa  promote  safety 


Three  Poggenpohl  kitchens,  each 
worth  £11 ,000  and  fully  equipped 
with  child  safety  features,  are  on 
offer  in  a  new  on-pack  promotion 
from  Milupa.  The  competition 
forms  the  cornerstone  of  the 
company's  1990  safety  campaign 
for  greater  awareness  of  child 
safety  in  the  home. 

The  free  draw  will  be 
displayed  across  three  million 
packs  of  Milupa's  top  twenty 
infant  food  lines  covering  every 
mealtime  segment.  Customers 
have  to  cut  out  the  front  panel  of 
any  Milupa  babyfood  pack,  write 
their  name  and  address  on  the 
reverse,  or  on  a  piece  of  paper, 
and  send  it  to  Milupa.  The 
promotion  closes  on  October  31 . 

Each  variety  of  the  special 
promotional  packs  will  carry  a 
different  "Think!  Safety!  First!" 
message  from  the  Department  of 
Trade  and  Industry's  Consumer 
Safety  Unit.  Milupa  and  the  DTI 
have  also  got  together  to  produce 
a  safety  frieze,  packed  with  advice 
on  how  to  reduce  the  risks  of 
accidents  from  the  Child  Accident 
prevention  Trust,  free  to  all 
entrants  in  the  draw  who  send  a 
first  class  stamp. 

The  on-pack  promotion  will  be 
supported  by  a  nationwide 
educational  programme  targeted 
at  mothers  with  young  children, 
with  material  distributed  by  health 
professionals. 

"Around  54,000  children 
suffered  accidental  burns  or  scalds 
last  year,  and  some  240  children 


over  one  year  old  were  killed  by 
accidents  in  the  home.  At  Milupa 
we  are  in  a  position  to  reach  mums 
to  advise  them  on  safety  issues , ' ' 
says  group  product  manager  at 
Milupa  Sarah  Collier. 

Millupa  are  confident  of  the 
success  of  the  draw  in  boosting 
sales  for  stockists.  The  free  car 
draw  promotion  in  1989  attracted 
265,000  entries.  For  pharmacies, 
a  wide  range  of  display  material  — 
showcards,  posters,  shelf  talkers, 
shelf  wobblers  and  window 
banners  —  will  be  available.  A 
nationwide  roadshow  will  support 
the  promotion,  with  60  major 
retail  centres  scheduled  for  the 
Milupa  Teddy  Tour  in  which  a 
lifesize  bear  will  distribute  leaflets 
to  parents. 

■  Milupa  are  introducing  new 
colour  coding  bands  to  their  infant 
food  range  to  help  mothers 
identify  the  key  features. 

Added  vitamins  and  minerals, 
gluten-free  (where  applicable),  no 
added  salt,  no  artificial  colours  or 
flavourings,  and  no  added 
preservatives  will  be  clearly 
shown  on-pack. 

In  addition,  two  popular  infant 
dinners  have  been  repackaged 
with  new  photography  and  new 
names  too;  Autumn  vegetable 
hotpot  becomes  vegetable  hotpot 
and  Winter  vegetable  casserole 
becomes  savoury  vegetable 
casserole.  Milupa  say  this  should 
remove  any  seasonal  purchasing 
trends.  Milupa  Ltd.  Tel:  01-573 
9966. 


Tommee's 
twin  is  Topsie 
for  hair 

Tommee  Tippee's  "hitherto  shy 
twin  sister"  Topsie  Tippee  (see 
Babycare  supplement,  March  10) 
is  a  range  of  hair  accessories  for 
little  girls  aged  three  to  nine  years 
old. 

It  consists  of  "frothy 
confections  of  pastel-coloured 
silk,  beads  and  lace,  slides, 
sleepies  and  Alice  bands,  in 
shocking  day-glo  colours  and 
stylised  geometric  designs",  a 
range  broad  enough  to  appeal  to 
every  little  girl's  taste,  hair 
colour,  texture  and  length,  say 
Jackel. 

Stands  for  the  range  have 
header  cards  which  are  cardboard 
cut-outs  of  the  face  of  the  Topsie 
Tippee  panda  who  models  the 
initial  range  of  36  hair  accessories, 
all  priced  at  £0.79.  Jackel 
International  Ltd.  Tel:  091-250 
1864. 


A  national  television  campaign  for 

Peaudouce's  new  Ultra  T  nappies 
breaks  on  all  ITV  regions  this 
week.  The  eight  week  campaign 
forms  part  of  the  £3m  launch 
programme,  with  further  bursts 
later  in  the  year.  The  campaign 
starts  with  Jodi  and  Jason  showing 
off  their  new  nappies  at  a  toddlers 
"T"  dance  competition. 
Peaudouce  say  92  per  cent  of  all 
mums  will  see  the  commercial. 
Peaudouce  (UK)  Ltd.  Tel:  0952 
680044. 
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Dual  site  Dulcolax 
re-educate  the  bowe 


Like  senna-based  products,  Dulcolax  brings  overnight  relief  from  constipation. 
But  while  senna  works  on  the  colon  alone,  Dulcolax  stimulates  the  rectum  as  well. 

This  reinforces  the  rectal  reflex  or  "call  to  stool",  encouraging  appropriate 
response.  This  dual  site  activity  not  only  relieves  constipation  in  the  short  term, 
but  also  helps  the  bowels  to  function  more  normally  in  the  longer  term. 

And  remember,  when  you  recommend  Dulcolax,  you  should  also  recommend 
exercise,  more  fibre  in  the  diet,  and  the  answering  of  the  call  to  stool. 


Dulcolax- 

laxative  tablets  fyr 
predictable  relief 
and  gentle  normal 
movement 


COUNTERPOINTS 


Weleda  offer 
,6pc  POR 
on  toothpaste 

Weleda  are  running  an 
introductory  offer  on  their  two 
most  well-known  natural 
toothpastes  for  pharmacies  only, 
which  gives  44.6  per  cent  POR. 

The  offer  comprises  12  units 
of  calendula  toothpaste  and  12 
units  of  herbal  toothpaste,  selling 
at  £1 .75,  plus  12  of  the  new  trial 
size  dental  packs  (£0.99)  free  of 
charge 

The  new  trial  size  packs 
contain  one  7ml  tube  of  calendula 
toothpaste,  non-peppermint  and 
flavoured  with  fennel  said  to  be 
good  for  sensitive  teeth,  and  one 
7ml  tube  of  Krameria  toothpaste, 
with  has  a  natural  minty  taste. 
Weleda  (UK)  Ltd.  Tel:  0602 
303151. 

Swiss-made 

Pansmit  have  introduced  a  range 
of  Swiss-made  toothbrushes. 

Ebnat/dent  comes  in  medium 
and  hard  densities  (12  £8.50),  and 
only  round  ended,  diamond  polish 
nylon  filaments  are  used  in 
manufacture,  says  the  company. 

The  toothbrushes  in  plastic 
cases,  come  in  assorted  colours  in 
a  display  stand.  Parismit  &  Co 
Ltd.  Tel:  01-881  0487. 


Gillette's 
ensor  now 
moving  in 

Gillette  are  now  starting 
deliveries  of  their  new  razor 
Sensor,  described  as  the  "most 
revolutionary  breakthrough  in 
shaving  since  the  twin  blade". 

The  individually  mounted  twin 
blades,  positioned  on  springs 
allowing  the  "first  truly 
personalised  shave ' ' ,  arise  out  of 
a  development  programme  said  to 
have  cost  $150m.  Support  for 
1990  will  total  £12. 5m,  the  first 
£8m  of  which  will  go  on  national 
television  advertising  from  mid- 
April. 

The  60-second  commercials 
follow  the  '  'Gillette  —  the  best  a 
man  can  get"  theme  first 
developed  for  Contour  Plus.  The 
Sensor  razors  will  retail  at  £2 . 19, 
with  a  special  introductory  price  of 
£1.99  (including  three  cartridges) 
until  June.  Cartridges  for  the  new 
razor  will  be  on  sale  at  £2.15  for 
five. 

Floor  stands  and  counter  units 
will  be  available  for  the  launch 
period.  All  display  material  builds 
on  the  strong  design  element 
incorporating  laser  blue  stripes 
with  silver  embossing  on  a  black 
background.  Display  trays  with 
integral  headcards  have  been 
developed  for  ease  of  assembly 
and  restocking.  Gillette  UK  Ltd. 
Tel:  01-560  1234. 


'ff  -  I 


fJi  i 


Wisdom  go  transparent 


IQ  phase  II  is  Wisdom's  latest 
collection  of  fashionable 
toothbrushes,  offering  "the 
ultimate  combination  of  top 
cleaning  efficiency  and  up  to  the 
minute  style". 

IQ  phase  II  is  available  in  four 
transparent  colours  —  green, 
blue,  red  and  yellow  —  with  bold 


graphics  on  the  handles.  The 
medium,  round-ended,  nylon 
brush  filaments  are  colour-co- 
ordinated to  match  the  handles. 

The  brushes  (£1 .49  each)  are 
packaged  in  handy  travel  cases, 
and  are  available  in  a  one  dozen 
presentation  tray.  Addis  Ltd.  Tel: 
0992  584221. 


J  &  J's  Reach  launch 


Johnson  &  Johnson  have 
introduced  an  anti-plaque 
mouthwash  into  the  Reach  range. 

Formulated  with  sodium 
fluoride  0.05  per  cent  and 
cetylpyridinium  chloride  0.05  per 
cent,  the  mouthwash  is  designed 
to  attack  the  bacteria  that  form 
plaque,  and  so  protect  the  teeth, 
say  Johnson  &  Johnson.  Reach 
dental  mouthwash  (300ml  £1.79; 
600ml  £2.49)  comes  in  a  regular 


(cinnamon)  and  freshrrunt  flavour: 
in  packs  with  special  dispense 
tops  that  measure  out  10ml. 

The  launch  is  supported  by 
£2. 5m  national  television 
advertising  campaign  which  runt 
for  a  minimum  of  five  weeks ,  witll 
another  burst  scheduled  for  late 
this  year.  Press  advertising  in  tin 
national  dailies  will  feature  mone;; 
off  coupons.  Johnson  &  Johnsol 
Ltd.  Tel:  0628822222. 


Sitnpkins  have  added  four  new 
products  to  their  Holex  diabetic 
range:  Rubin  assorted  chocolate 
and  plain  biscuits  (£3.20),  butter 
biscuits  (£1.55),  hazelnut  biscuits 
(£1.55)  and  white  chocolate  bar 
lOOg  (£1 .05).  A.L.  Simpkin  &  Co 
Ltd.  Tel:  0742  348736. 


Quest  Vitamins  (UK)  have  added  a  higji 
potency  garlic  to  their  Kyolil 
range  of  supplements.  Higl| 
potency  404  contains  lOOmg  garlij 
with  added  lecithin  and  oatbran: 
and  is  odourless  (60  £2.49;  12 
£4.49).  Quest  Vitamins  (UK)Lta[ 
Tel:  021 3590056. 


ON  TV  NEXT  WEEK 


GTV  Grampian 
B  Border 
C  Central 

CTV  Channel  Islands 
LWT  London  Weekend 
C4  Channel  4 


U  Ulster 
G  Granada 
A  Anglia 

TSW  South  West 
TTV  Thames  Television 
TV-am  Breakfast 
Television 


SK  Sky 

STV  Scotland  (central) 

Y  Yorkshire 

HTV  Wales  &  West 

TVS  South 

TT  Tvne  Tees 


Benylin: 


SP 


Bisodol  Extra: 


TV-ar 


Dimension: 


All  areas  except  TV-ar; 


Harmony  hairspray: 


LWT,A,TTV,TVS&  TV-ar 


Lemsip,  Lemsip  Linctus  &  Lemsip  Expectorant:  All  areas  except  TVS, LWT 


Libra  Bodyform: 


All  areas  except  CTV  &  C 


Nice  'N  Easy: 


All  area 


Nicobrevin: 


All  areas  except  CTV,LWT,C4  &  TV-ar 


Nurofen: 


STV  &  TSV 


Rennie: 


All  areas  except  Y,CTV,TVS,LWT,TTV,C4  &  TV-ar 


Sanatogen: 


All  areas  except  CTV.TTV  &  TV-ar 


Sanatogen  Single  Vitamins: 


All  area 


Sanatogen  Multivitamins  range: 


TV-ar 


Seven  Seas  Supplements: 


All  area 


Sinutab: 


GT1 


Throaties/Throaties  Extra: 


TV-ar 
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Hello  lactulose...  goodbye  %lsh>y.. 


lactulose  solution  BP 

No  wonder  ite  a  cledr solution 


Succinct  Prescribing  Information  Presentation  A  Colourless  to  pale  yellow  solution  containing  lactulose  3  35g/5ml.  Also  contains  lactose  0  3g/5ml,  galactose  0.55g/5ml 
The  product  complies  with  the  specification  for  Lactulose  Solution  BP  Available  in  bottles  of  300ml,  500ml  OP  and  1  litre  and  plastic  containers  of  5  litres  Basic  NHS  price 
£2  61,  £3  86,  £773  and  £38  45  Indications  1  Constipation.  2.  Hepatic  encephalopathy  (Portal  systemic  encephalopathy)  hepatic  coma  Dosage  and  Administration 
Constipation  Starting  dose  Adults  15ml  twice  daily  Children  5-10  years  10ml  twice  daily  Children  under  5  years  5ml  twice  daily  Babies  2  5ml  twice  daily  Hepatic  encephalo- 
pathy: 30-50ml  three  times  daily,  and  adjust  according  to  response  Contra-indications,  Warnings,  etc.  Contra-indications1  Galactosaemia  Gastro-intestinal  obstruction 
Precautions  Lactose  intolerance  Product  Licence  Number  0512/5001R  J.  t.^JL^r^^ 

Further  information  is  available  from  Duphar  Laboratories  Limited,  Gaters  Hill,  West  End,  Southampton  S03  3JD  Tet  0703  472281  L/JI/8/88  dUpilcST 


COUNTERPOINTS 


Gentle  Plugs 
for  ears 

New  to  the  UK  come  Gentle 
Plugs,  ear  plugs  made  from  soft 
silicone,  said  to  adapt  to  the  shape 
of  the  ear  with  the  slightest  of 
pressure. 

This  assures  the  best  possible 
comfort  and  fit  for  the  wearer,  say 
makers  Silclear.  The  silicone  used 
is  described  as  non-irritating, 
chemically  inert,  waterproof  and 
re-usable,  and  the  plugs  can  be 
used  when  swimming  or  to  reduce 
noise  levels. 

Gentle  Plugs  (suggested  price 
£1.45)  come  in  outers  of  six .  They 
will  be  distributed  by  Unichem 
from  the  end  of  May,  and  are 
available  now  from  Silclear  Ltd. 
Tel:  0425  478201. 


In  the  Press 

A  new  Press  campaign  for 
Vitapointe  conditioner  starts  this 
month  in  leading  magazines.  The 
campaign,  which  runs  until  July, 
includes  Woman 's  Own  and  Good 
Housekeeping  on  its  schedule, 
targeting  women  with  damaged 
and  dry  hair  among  its  hard  core 
45-plus  following.  Nicholas 
Laboratories.  Tel:  0753  23971. 


Germoloids  update 


Beecham  Health  Gare  have 
repackaged  and  reformulated 
their  Germoloids  range.  The  new 
packs  are  being  phased  in  from 
this  month. 

The  new  suppository  base 
melts  faster  and  is  softer  and  more 
self  lubricating,  say  Beecham. 
Individual  suppositories  are  now 
sealed  in  a  laminate  foil  for 
hygiene. 

Germoloids  ointment  now 
contains  just  zinc  oxide  6.6  per 
cent  and  lidocaine  hydrochloride 
0.7  per  cent,  to  match  the 


suppository  formula.  Methyl 
salicylate,  bismuth  oxychloride, 
phenol  and  menthol  and 
chloroxylenol  have  all  been 
removed  from  the  formulation. 

Packs  of  the  ointment  and 
suppositories  and  moist  toilet 
tissues  have  newer,  bolder 
graphics.  Beecham  will  be 
supporting  the  brand  with  a 
£200,000  advertising  campaign  in 
national  newspapers  and 
magazines  later  this  year. 
Beecham  Health  Care.  Tel: 
01-5605151. 


Sensodyne F 
in  new  size 

Stafford-Miller  have  launched 
new  trial  size  pack  of  Sensodyne 
toothpaste. 

The  new  18.5ml  size  retails  I 
£0.49  and  comes  with  its  ov 
display  stand. 

The  Sensodyne  range  is  beii 
supported  with  a  £5m  consumi 
advertising  campaign  which  rui 
throughout  the  year  and  includi 
Press  and  television  advertisin 
There  is  also  consumer  samplin 
say  Stafford-Miller  Ltd.  Tel:  07ft 
331001. 


Nelsons  go 
for  sunshine 


Nelsons  Hay  Fever  tablets  ai  |  j 
now  packed  in  sunshine  yello  I 
cartons  with  pictorial  detail.  Tl 
tablets  —  a  homoeopath 
combination  of  Allium  cep; 
Sabadilla  officinarum  ar 
Euphrasia  officinalis  —  ai 
presented  in  display  outers  of  1 
Nelsons  are  running  i 
introductory  offer  at  £13.84  pi 
outer  instead  of  £15.34.  A  Nelsc 
&  Co  Ltd.  Tel:  01-946  8527. 


PRING 


For  full  details  contact  your  locaJ  wholesaler. 
Laughton  &  Sons 
Warstock  Road,  Birmingham  B14  4RT. 
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Foly's  £lm  push  pre 
Henkel  switch  back 


Henkel,  West  German  owners  of 
the  Poly  hair  care  range,  and  their 
UK  marketing  licensees  Warner- 
Lambert,  are  combining  to  give 
the  brand  a  £lm  advertising  and 
promotional  push  before  their  28 
year-old  agreement  finishes  at  the 
year  end. 

John  Ball,  Warner-Lambert 
sales  and  marketing  director,  says 
the  campaign  is  designed  to  "re- 
energise  the  brand  and  establish 
the  Poly  name ' '  before  handing  it 
back  to  Henkel  who  will  probably 
launch  a  UK  affiliated  company  to 
handle  the  brand.  The  magazine 
advertisements  will  feature  three 
products  and  have  a  dance  theme 
with  the  common  copy  line  — 
Poly:  beautiful  hair  made  easy  — 
to  run  in  top  women's  titles  as 
single  or  double  colour  pages  from 
now  until  December. 

The  campaign  breaks  this 
month  with  "The  twist" 
advertisement  for  Poly  foam  perm 
in  Bella,  Best  and  Woman 's  Own 
inside  front  covers  repeating  in 
April,  and  followed  up  with  double 
page  spreads  in  other  titles 
through  the  year.  "Sundance  kid" 
;spreads  for  Poly  High-Lights  start 
off  in  Company  and  Cosmopolitan 
iin  April  while  Colour  Story  ' ' Quick 
step"  spreads  launch  in  Company 
and  She  in  March. 

With  two  major  on-pack 
promotions  for  Poly  underway  and 
three  more  planned,  the  1990 
|marketing  push  is  the  most 
significant  brand  support  for  many 
years,  John  Ball  says.  "Perhaps 

New  Vantage  denture  disclosing  tablets 

will  sell  in  tube  of  30  at  an  rrp  of 
£0.59.  Vantage  chemists  can 
obtain  the  tubes  in  outers  of  24  at 
£9.12  trade.  AAH 
Pharmaceuticals  Ltd.  Tel:  0928 
717070. 


the  name  is  not  as  exciting  as  it 
could  have  been  but  the  brand's 
strength  is  that  it  is  designed  as  an 
excellent,  quality  product  for  use 
at  home  by  people  not  trained  as 
hairdressers." 

The  Poly  range,  which  also 
includes  Poly  Tint  and  Papilloten, 
is  sold  in  to  6,000  chemist 
accounts,  who  with  Boots  account 
for  80  per  cent  of  UK  business. 

Amo  Galobi,  Henkel 
marketing  director  cosmetics  and 
toiletries  would  see  the  same 
emphasis  on  pharmacy 
distribution  continuing  in  1991 
with  further  English  pack  range 
additions  made  from  the  German 
portfolio. 

Herr  Jacobi  says  Henkel  would 
probably  next  introduce  their  Fa 
range  of  body  care  products  which 
include  soap,  shower  gel,  foam 
bath,  deodorant,  cream  and  lotion: 
'  'The  range  sells  worldwide  with 
great  success." 

Henkel  Cosmetics  accounted 
for  7.1  per  cent  of  Henkel's  11.6 
billion  DM  turnover  in  1989. 
Henkel's  aim,  Herr  Jacobi  says,  is 
to  establish  a  pan-European 
trading  base  with  their  UK 
operation  an  integral  part. 

The  split  with  Henkel  will 
achieve  Warner-Lambert's  aim  of 
divesting  their  hair  care  interests 
to  concentrate  on  their  core 
business.  Last  year  they  sold  both 
Henara  and  Hudnut  to  the 
European  Brands  Group  (May  13, 
p839).  Warner-Lambert  Health 
Care.  Tel:  0703  620500. 


Stockists  of  Clorets  breath  freshener 
who  use  a  display  stand  to 
highlight  the  product  sell  61  per 
cent  more,  according  to 
independent  trade  research,  say 
manufacturers  Hall  Brothers.  Tel: 
061-7665471. 


OG  range 
gets  shades 
for  Summer 

A  selection  of  matt  eyeshadows 
have  been  added  to  the  Outdoor 
Girl  range  for  Summer,  as  well  as 
a  Sheer  Colour  lipstick,  and  a  total 
lash  mascara. 

The  eye  shadow  contains 
powdered  silk  which  is  said  to  aid 
smooth  application.  It  also 
contains  UV  inhibitors  to  protect 
the  eyes.  They  are  water 
resistant  and  fragrance  free,  says 
the  company. 

Matt  eyeshadows  will  be 
available  from  June  in  six  shades 
with  a  selling  price  of  £1.29. 

Available  from  April  is  the 
sheer  colour  lipstick  which  is  said 
to  create  a  natural,  glossy  and 
translucent  look  for  lips. 

With  emollients  and  jojoba  for 
protection,  the  lipstick  comes  in 
20  shades.  It  will  be  available  at  an 
introductory  price  of  £0.99  (rsp 
£1.29). 

The  total  lash  mascara  (£1 .79) 
is  said  to  lengthen,  thicken  and 
condition  lashes  and  comes  in  four 
shades  of  black,  browny  black, 
colbalt  blue  and  navy  blue.  Max 
Factor  Ltd.  Tel:  0202  524141. 


During  April  and  May  the  200ml 
size  Empathy  shamp  >o  will  be 
packaged  in  a  special  carton 
incorporating  a  free  trial-size 
Empathy  conditioner,  and  a  15p- 
off  voucher  to  be  redeemed 
against  the  next  purchase  of  the 
shampoo. 

The  promotion  forms  part  of  a 
£2m  sampling  campaign  by 
Johnson  &  Johnson,  including 
covermounts  and  special  offers  in 
the  women's  Press  and  through 
direct  mail.  Johnson  &  Johnson 
Ltd.  Tel:  0628822222. 


Scholl  trial 

Trial-size  packs  of  Scholl  rough 
skin  remover,  and  deep 
moisturising  foot  cream  are  now 
available  in  15ml  tubes  (39p  each). 

A  limited  number  of  special 
cardboard  display  units  holding  30 
tubes  of  each  product  will  be 
available  to  chemists  to  highlight 
this  offer  on  a  first  come,  first 
served  basis,  say  Scholl.  The 
gross  trade  price  is  £7.63  for  each 
display  unit.  Scholl  (UK)  Ltd.  Tel: 
01-2532030. 


Today's  most  advanced 
drug  dispensing  & 
distribution  system. 

Now  available  from 

L  i"  f  Pli'irnvifpi if inl  Wholps'ilprs 
yoLii  iiv/iiiicii  wiiuiCotiici 

oi  SuigiUiem. 

For  details,  contact 
AAH  Healthcare  Centre  on  0384-270094 
or  SurgiChem  on  061-428  0440. 
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l:m  gifts  ttir 

Miners 

Starting  this  month,  consumers 
are  being  offered  a  free  lipstick, 
eye  shadow,  mascara  or  nail 
colour  with  each  purchase  they 
make  from  the  Max  Factor 
Miners  range. 

The  free  gifts  include:  push  up 
lipstick  (£0.89)  available  in  three 
shades;  swivel  lipstick  (£0.99)  in 
five  shades;  very  pearly  eye 
shadow  (£0.99)  one  shade;  eye 
shadow  kit  (£2.09)  in  five  shades; 
mascara  (£1.39)  in  four  shades 
and  nail  colour  (£0.99)  in  eight 
shades.  The  free  gifts  are 
available  for  as  long  as  stocks  last. 
Max  Factor  Ltd.  Tel:  0202 
524141. 

Macarthy  say  that  Calcium  500 
tablets  are  now  generally  available 
to  the  trade.  Packs  of  100  (£3.49 
trade)  contain  tablets  of  calcium 
carbonate  equivalent  to  500mg 
elemental  calcium  in  an  '  'easy-to- 
swallow"  film-coated  form.  They 
are  indicated  for  use  as  a  calcium 
supplement,  or  as  a  phosphate 
binder  for  dialysis  patients  where 
the  small  numbers  of  unit  doses 
are  particularly  attractive  to 
patients,  say  Macarthv 
Laboratories  Ltd.  Tel:  04023 
49111. 


No  7  for  men 


Boots  have  come  up  with  a 
collection  of  skincare  products  for 
men  to  be  included  in  their  No7 
range.  The  products  have  been 
launched  in  response  to  a  growing 
need  for  "men-only"  products, 
says  the  company. 

Boots  say  that  research 
carried  out  before  the  launch  of 
the  range  revealed  that  men  now 
use  over  37  per  cent  of  all 


FASHION  JEWELLERY 

for  the  Pharmacy. 


EARRINGS, 

BANGLES, 

NECKLACES, 

HAIR  ORNAMENTS, 

DISPLAY  STANDS, 

&  DISPLAY  BOXES  &  PADS 

OVER  20,000  LINES 


We  offer  the  largest  range 
of  fashion  jewellery  in 
the  world.  We  are  a 
modern  cash  and  carry 
company.  Our  prices  are 
so  competitive  that  you 
can  easily  manage  200% 
on  cost.  We  offer  self 
selection  with  over 
twenty  staff  to  advise 
and  assist  if  necessary. 


CALL  AT  OUR  LONDON  SHOWROOMS 


ALSO  WONDERFUL  R  ANGE  OF  FASHION  BELTS 


Alandra  Products  Ltd 
138,  139,  141,  143  Shoreditch  High  Street 
(opposite  Shoreditch  Church)  London  El  6JE 
Tel:  01-739  1201/01-739  1205 
CAR  PARK  FACILITY  AVAILABLE 
OPEN:  MONO  A  Y  TO  FRIDA  Y  9.30-5.30  PM 
SUNDAY 9-2.00  PM 


toiletries  purchased  in  the  UK, 
buying  25  per  cent  themselves. 

No7  for  men  capitalises  on  this 
and  is  separated  into  three 
different  product  categories;  a 
face  care  system;  a  shave  care 
system  and  an  after  shave 
system.  All  products  are 
fragrance  free,  antiseptic  and 
dermatologically  tested. 

The  face  care  regime 
comprises  a  facial  wash  (£3.25) 
which  is  a  foaming  gel  said  to 
cleanse  the  skin  without  stripping 
away  natural  moisture,  while  the 
shave  care  system  is  made  up  of  a 
cream  shave  to  lubricate  and 
condition  the  skin  (£2.50)  and  a 
foaming  shave  gel  (£2.50). 

Three  products  are  included  in 
the  after  shave  system,  all  selling 
at  £3.25.  An  aftershave  tonic  has 
been  developed  to  close  pores  and 
reduce  the  skin's  temperature 
after  shaving.  Aftershave  balm 
hydrates  and  conditions  the  skin, 
and  dry  skin  relief  is  said  to  help 
restore  the  skin's  natural  pH 
balance  after  shaving  without  any 
greasy  feel.  Boots  Company  Pic. 
Tel:  0602  506111. 


Charlie  lips 

A  long  lasting  lip  colour  has  been 
added  to  the  Charlie  range  of 
colour  cosmetics ,  for  the  Summer 
period  only. 

The  lip  colour  (£2.59)  is 
available  in  four  shades  and  comes 
in  a  slimline  compact  with  an 
applicator.  It  will  be  available  for 
eight  weeks  from  mid-May.  Max 
Factor  Ltd.  Tel:  0202  524141. 

Wellcome  say  the  trade  price  for 
Simply  Gentle  composite  pack  is 
£36.21,  not  as  stated  in 
Counterpoints  last  week. 
Wellcome  Foundation  Ltd.  Tel: 
0270583151. 


Ultra  Glow  no 
fuss  for  '90 

With  the  "minimum  fuss"  look  in 
for  1990,  Ultra  Glow  have 
announced  a  number  of  new 
launches  across  their  cosmetics 
ranges. 

The  company  says  that  Silk 
Translucent  powder  will  come  to 
the  fore  as  the  move  towards  matt 
make-up  makes  the  use  of  a 
translucent  powder  even  more 
important.  With  paler  lip  colours  in 
vogue,  Ultra  Glow  are  introducing 
two  new  lip  colours  into  the 
Compliments  lip  and  nail  range. 
Blossom  is  a  soft  shimmering 
beige  and  Clover  a  dusty  pink. 

The  new  approach  means 
pencils  will  replace  eye  shadow  for 
definition,  while  for  lips,  Ultra 
Glow  have  added  soft  peach  pink 
and  pale  silver  to  their  pH 
balanced  Magic  Lips  range  that 
create  a  soft  lip  stain.  Ultra  Glow. 
Tel:  01-607  9983. 


Travel  sizes 

The  Swedish  Formula  range  from 
Max  Factor  is  being  promoted  in  a 
series  of  Summer  travel-size 
offers  beginning  in  June. 

A  range  of  travel  size  skincare 
products  will  be  offered  free  with 
every  purchase  of  Swedish 
Formula  cream  (£3.50)  or  liquid 
(£3.75)  foundation. 

Consumers  purchasing  the 
foundation  will  get  one  of  the 
following  travel  sizes  free:; 
cleansing  cream  (30ml);  non- 
alcoholic toner  (50ml)  or  a 
moisture  cream  (30ml). 

The  offer  will  begin  in  mid- 
April  and  run  while  stocks  last. 

The  company  is  also  offering1 
its  Swedish  Formula  mascara  at  a 
special  offer  price  of  £1.99  (rsp 
£3.25).  It  comes  with  a  free  8.5ml 
eye  make  up  remover  (also| 
available  with  any  mascarai 
purchased  from  the  range).  Max\ 
Factor  Ltd.  Tel:  0202  524141. 


Max  Summer 

This  Summer  sees  the  launch  of  a 
range  of  special  offers  from  Max 
Factor.  Starting  in  June,  the 
company  is  offering  a  special 
edition  creme  puff  for  £1.49  (rsp 
£2.25),  in  six  shades. 

The  company  is  also 
promoting  its  unperfumed  night 
cream  (50ml)  and  unperfumed  eye 
cream  (15ml)  in  a  "sweet 
dreams"  offer.  The  two  products 
will  be  banded  together  at  a  special 
price  of  £3.99  offering  a  saving  of 
£1.79  say  Max  Factor  Ltd.  Tel 
0202524141. 
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Contains  phenothrin  0  2%  w/w 

▼  Special  Reporting  to  CSM  Requested 


THE  MARK  OF  CONFIDENCE 


For  further  information  contact 

^NAPP)  CONSUMER  PRODUCTS  DIVISION 

Napp  Laboratories  Ltd,  Science  Park,  Milton  Road, 
Cambridge  CB4  4GW.  Tel:  0223  424444 


Caigel*Teething  Gel  Product  Information. 
Presentation:  A  smooth  gel  with  a  yellowish-brown 
colour  and  a  characteristic  odour.  The  gel  contains 
Lignocaine  Hydrochloride  BP  (Lidocaine  Hydro- 
chloride INN)  0.33%  w/w  and  Cetylpyndinium 
Chloride  BP  0.10%  w/w. 

Uses:  For  teething  pain  in  infants. Calgel  Teething 


Gel  relieves  pain  and  soothes  gums. 
Dosage  and  Administration:  A  small  quantity  should 
be  rubbed  gently  on  to  the  affected  area  of  the  gum. 
Application  may  be  repeated,  after  an  interval  of  20 
minutes,  up  to  si„  times  in  one  day. 
Contra-indications,  warnings,  etc:  Do  not  exceed  the 
recommended  dosage.  Do  not  use  if  seal  was  broken 


before  use.  lOg  tube,  £1.16  RSP  (PL3/0242). 
Legal  Category:  [P]  -  This  product  is  available  f 
OTC,  'over  the   counter'  purchase   from  Ret; 
Pharmacists.  Further  information  is 
available  on  request. 
The  Wellcome  Foundation  Ltd, 
Crewe,  Chesh.re  Wellcomi 


Another  baby  going  through 
the  torment  of  teething. 


.  •  ■  -  : 


Calgel  quickly  relieves  the  pain  of 
swollen  gums  and  aching  teeth. 

Because  it  contains  lignocaine,  a 


trusted  local  anaesthetic,  as  well  as  a 
gentle  antiseptic,  and  because  it's  sugar 
free,  you  can  relieve  a  mother's  worries  too 


THE  WELLCOME 
FOUNDATION  LTD 


C0UNTERP01 


Vapona  gels  new  look 


Nicholas  are  now  selling  in  the 
new-look  Vapona  range  to  the 
chemist  sector. 

Last  year  nearly  half  of  the 
brand's  total  sales,  which  were  up 
by  30  per  cent,  were  through 
pharmacies,  says  the  company. 
To  build  further  on  its  position,  in 
the  household  insecticide  market 
worth  £17m,  the  eleven-strong 
range  has  been  repackaged. 

Changes  include  printed 
pouches  for  easier  display;  a 
500ml  size  ant  and  crawling  insect 
spray;  and  ant  trap  in  single  units, 
not  twin  packs,  to  bring  the 


product  more  in  line  with  pricing 
on  the  rest  of  the  range. 

A  Press  advertising  campaign 
is  scheduled  to  coincide  with  the 
peak  July  to  September  season. 
There  will  also  be  a  campaign  to 
boost  consumer  understanding  of 
the  range,  and  the  problems  which 
insects  can  cause  in  the  home. 

Promotions  will  include  20  per 
cent  extra  free  on  Vapona  fly  and 
wasp  killer  aerosol,  and  a  50p 
cash-back  offer  on  ant  and  fly 
pens.  Nicholas  Laboratories  Ltd, 
Household  Division.  Tel:  0753 
23971. 


Two  more  from  Bikini  Bare 


Two  depilatory  creams  for  legs, 
arms  and  underarms  have  been 
added  to  the  Bikini  Bare  range. 

Bikini  Bare,  with  cocoa  butter 
or  with  baby  oil  comes  in  4oz 
bottles  retailing  at  £2.95.  Both 
variants  have  an  applicator  and 
remover  sponge. 


A  French  foam,  in  an  ozone 
friendly  container,  has  been  added 
to  the  range  (5oz  £3.45). 

The  foam  is  currently  being 
promoted  with  a  free  cosmetic 
beach  bag  worth  £1.95,  available 
with  every  canister.  Newton 
Chemical  Ltd.  Tel:  01-688  1018. 


Scholl  ISO 
odour  and 

Scholl  are  launching  a  range  of 
deodorising  insoles  called  Odour 
Attackers,  comprising  super  and 
regular  variants,  with  a  view  to 
gaining  a  major  share  of  the  foot 
odour  market.  At  the  same  time, 
the  company  is  introducing  two 
new  comfort  insoles  to  replace  Air 
Pillo  and  Fresh  Step  insoles. 

Following  years  of  extensive 
research  into  foot  odour,  say 
Scholl,  carbon-based  insoles 
Odour  Attackers  super  (£2.49) 
are  being  marketed  as  "the  most 
effective  deodorising  insoles 
available".  They  have  been 
designed  to  eliminate  unpleasant 
odours  and  to  keep  feet 
comfortable  and  free  of 
perspiration.  A  concentrated  layer 
of  activated  charcoal  destroys 
existing  odours  and  an  anti- 
bacterial agent  prevents  further 
development  of  odour-causing 
bacteria. 

Regular  Insoles  (£1.89) 
incorporate  two  anti-bacterial 
additives  and  are  made  from  an 
extra-durable  foam  that 
guarantees  comfort  and 
protection  against  odour  for  three 
months,  say  Scholl.  Both  cushion 
insoles  come  in  a  one  size  cut-to- 
fit  pack. 

The  Odour  Attackers  range 
features  a  new  comtemporary 
design  and  incorporates  a  core 
colour  of  black  with  bright  yellow 
graphics.  The  two  insoles  are 
identified  by  different  colours:  red 
for  super  and  blue  for  regular. 

To  support  the  launch  a  major 
consumer  campaign  is  breaking  in 
the  national  daily  Press 
throughout  June  and  July.  And  to 
gain  increased  trial,  a  limited 
number  of  special  packs  will  offer 
a  free  three  hour  video  tape  for 
two  proofs  of  purchase  during  the 
launch  period.  Details  are 
available  from  representatives. 

The  two  comfort  insoles,  both 
flashed  "new' ' ,  are  Air  Pillo  and 


Comfort  Fresh  with  improved 
construction  and  new  packaging. 
Air  Pillo  (£0.99)  now  feature  a 
layer  of  soft  cushioning  white  foam 
and  a  light  blue  layer  of  shock- 
absorbing  foam.  Comfort  Fresh 
(£1.25)  feature  a  super-soft 
contoured  white  foam  layer  for  all 
day  comfort  and  a  dark  blue  high 
density  shock-absorbing  layer 
with  mild  fragrance  release.  Both 
products  are  washable,  hygienic, 
perforated  and  slim,  say  Scholl. 


A  new  foot  and  leg  graphic- 
design  gives  continuity  to  the 
insoles  range  and  complements 
the  toiletries  and  Hidden  Comfort 
packaging.  The  yellow  and  blue 
Scholl  branding  is  retained  while 
light  blue  and  dark  blue 
background  colours  differentiate 
between  the  two  insoles. 

During  the  launch  period, 
special  promotional  packs  of  each 
insole  will  be  flashed  with  a  "Save 
lOp"  offer,  with  £0.10  off  stated 
prices  while  stocks  last.  And 
Comfort  Fresh  insoles  will  be 
supported  by  a  £300,000 
advertising  campaign  in  the 
national  daily  Press  throughout 
September  and  October.  Scholl 
(UK)  Ltd.  Tel:  01-2532030. 


TROUBLED  UPS 

When  your  customers  have  lip  problems,  the  best  advice  you  can  give 
them  is  Blisteze  Cream. 

O  Anti-viral/Anti-bacterial  action  o  Stimulates  regeneration  of  damaged 
tissue  O  Helps  prevent  infection  O  Protects  lips  against  wind  and  cold 
O  Can  be  used  under  lipstick 


BLISTEZE  -  BLISS  FOR  TROUBLED  LIPS 

DENDR0N  LTD  ,  94  RICKMANSWORTH  ROAD,  WATFORD,  HERTS,  WD1  7JJ  TEL:  (0923)  229251 
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COUNTERPOINTS 


S&N  look  at 
skincare 
market 

This  month  retailers  are  to  be 
presented  with  a  major  new  skin 
care  report  from  Smith  & 
Nephew,  hailed  as  '  'the  first  ever 
to  provide  a  comprehensive 
overview  of  the  dynamic  toiletry 
skin  care  market". 

The  report  describes  skincare 
as  the  most  lucrative  sector  in  the 
health  and  beauty  arena,  valuing  it 
in  excess  of  £350m  for  the  year 
ending  June  '89. 

Chemists  and  drugstores  will 
continue  to  be  the  main 
beneficiaries  of  market  growth 
into  the  1990s,  predicts  the  report 
and  they  are  already  said  to  hold  a 
65  per  cent  share  of  the  market. 

"Chemists  offer  women  the 
best  depth  and  range  in  the 
market  place  and  remain  the  first 
port  of  call  for  trialists  and  those 
seeking  new  products"  said  Geoff 
Percy,  trade  and  marketing 
manager. 

The  report  divides  the  market 
into  three  key  sectors:  general 
purpose,  regime  and  hand  care. 
General  purpose  is  said  to  account 
for  14.6  per  cent  of  toiletry  skin 


care  purchases  with  a  growth  of 
about  five  per  cent  per  annum. 

Regime  skin  care  ie,  cleanse, 
tone  and  moisturise  ranges 
account  for  65.7  per  cent  of  the 
market  while  handcare  accounts 
for  a  20  per  cent  share. 

The  report  will  be  available 
this  month  through  Smith  & 
Nephew  representatives  and  it  is 
expected  to  be  produced  annually. 
Smith  &  Nephew  Consumer 
Products  Ltd.  Tel:  021  3274750. 


Ever  Ready 
for  Paris! 

'  'Liaison  in  Paris"  is  the  name  of 
a  new  consumer  promotion  from 
Ever  Ready  and  their  chemist 
distributors  Unichem,  via  all 
participating  wholesalers. 

The  promotion  runs  in  April 
and  May  and  offers  a  four  day,  all- 
expenses  paid  trip  to  Paris  for 
both  consumer  and  pharmacist. 
One  proof  of  purchase  will  entitle 
consumers  to  participate  and  the 
pharmacist  who  sells  the  winner's 
ticket  will  win  the  same  prize. 

The  promotion  is  being 
supported  at  point  of  sale  by 
window  posters  and  leaflets 
available  from  Unichem.  Tel: 
01-3912323. 


PRESCRIPTION  SPECIALITIES 


New  formula  and 
DS  change  for  Audicort 


Lederle's  Audicort  ear  drops  have 
been  reformulated,  and  the  Data 
Sheet  has  been  reviewed. 

Benzocaine  is  no  longer 
present  in  the  product,  which  now 
contains  triamcinolone  acetonide 
lmg  and  neomycin  undecylenate 
equivalent  to  3.5mg  neomycin 
base,  in  each  1ml. 


The  resultant  changes  are  that 
Audicort  is  now  only  licensed  for 
bacteria-related  otitis  externa, 
and  is  now  contra-indicated  in 
infants,  children  and  in  patients 
with  perforated  tympanic 
membrane.  The  price  remains 
unchanged.  Lederle  Laboratories. 
Tel:  0329  224000. 


BRIEFS 


Gastrocote  tablets  are  now  easier  to 
chew  because  of  a  new 
manufacturing  process.  Initial 
batches  will  carry  a  "0"  on  the 
last  digit  of  the  batch  number. 
There  has  also  been  a  slight 
reduction  in  the  sugar  content,  say 
Boehringer  Mannheim  UK 
(Pharmaceuticals)  Ltd.  Tel:  0506 
412512. 

Loperamide   hydrochloride  2mg 

capsules  have  been  added  to  H.N. 
Norton's  generic  range.  They  are 
green/grey  coloured  and  come  in 
blister  packs  of  30  (£3.35  trade). 
H.N.  Norton  &  Co  Ltd.  Tel: 
01-530  7166. 

Zovirax  injection  now  comes  in 
500mg  vials  (5 £97.22  trade).  The 
Wellcome  Foundation  Ltd.  Tel: 
0270583151. 


Ciba  Geigy  say  that  from  April  2, 
they  will  be  supplying  Prescal 
2 .  5mg  tablets  in  calendar  packs  of 
56  (£11.39  trade).  Packs  of  60 
tablets  will  continue  to  be  supplied 
until  stocks  are  exhausted.  Ciba 
Geigy  Pharmaceuticals.  Tel:  0403 
50101. 

Dibenyline  lOmg  now  comes  in  an 
original  dispensing  pack  of  30 
capsules  (£3.19  trade)  which 
replaces  the  current  100s  pack. 
Smith  Kline  &  French 
Laboratories  Ltd.  Tel:  070? 
325111. 

Clarityn  lOmg  tablets  have  been 
reduced  in  price  from  £10.80  tc 
£6.90  (trade)  for  packs  of  30 
Schering-Plough  Ltd.  Tel:  063& 
716321. 


TAKE  KALMS 


More  and  more  people  are  turning 
to  Kalms  as  the  natural  way  to  ease 
the  stresses  and  strains  modern  life 
sometimes  brings. 

No  wonder  it's  the  fastest  selling 
alternative  to  benzodiazepines. 

And  by  popular  demand  it's  now 
also  available  in  a  200  pack. 


Kalms 

Relieves  periods  of  worry 
irritability,  stresses  &  strains. 
Promotes  natural  sleep. 

200  Tablets 


This  year's  advertising  spend  will  be 
the  biggest  ever. 

So  expect  bigger  sales,  bigger 
turnover  and,  with  Kalm's  high  margins 
bigger  profits. 

And  relax.  But  only  if  you've  got 
enough  stock  to  meet  the  demand. 

Made  by  /gNVflS  -  Leaders  in  natural  health  care 


A  non  habit  forming 
natural  plant  remedy 
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I  KNOW  ALL  SUNSCREENS  PROTECT  FROM  SUNBURN 
BUT  WHAT  ABOUT  WRINKLES?" 


UVISTAT  SUN  CARE 


We  already  know  the  difference 
between  UVB  and  UVA  rays. 

UVB  rays  burn  the  skin.  Whilst 
UVA  rays  are  believed  to  cause  longer 
term  damage.  Like  brown  spots, 
dryness  and  wrinkles. 

But  recent  information  reveals 
that  many  sunscreens  don't  take 


account  of  this. 

They  may  contain  UVB  protection 
but  not  sufficient  UVA. 

Which  means  your  customers  can 
lie  in  the  sun  and  not  burn,  but  may 
still  do  themselves  long  term  damage. 

So  you  should  recommend 
Uvistat. 


The  balance  of  UVB  and  UVA  pro- 
tection in  Uvistat  is  far  more  in  tune 
with  the  natural  spectral  balance  of 
the  skin. 

Or,  in  other  words,  it  protects  the 
skin  from  both  UVB  and  UVA  rays  in  the 
same  ratio  that  skin  will  protect  itself. 

So  if  your  customers  want  to  build 


up  a  sun  tan  without  burning  or  ending 
up  with  wrinkles,  tell  them  about 
Uvistat' s  high  factor  suncare  products. 

They'll  thank  you  for  it  in  the  long 
term. 

UVISTAT 

THE  GENTLE  ART  OF  SUN  CONTROL 


BY  FAR  THE  MOST  ADVANCED  5 


Gillette 

Sensor 


The  revolutionary  new 
shaving  system  which  provides 
a  personalised  shave  by 
continually  sensing  and 
automatically  adjusting  to  the 
shape  of  your  face. 


Individually  spring-mounted  blades  continuously  adjust 
for  a  closer,  safer,  more  comfortable  shave. 


Pivot  point  moved  to  optimum  location  to  increase 
contact  with  the  face. 


£8.6  MILLION  \ 

LARGEST  SUPPORT  BUCK  I 


VIMG  SYSTEM  EVER  PRODUCED"  I 


Pafenfed  easy-loading  cartridge  system  makes 
changing  blades  easier  than  ever. 

With  consumer  tests  clearly  favouring  ■ 
Gillette  Sensor  over  existing  products/ 
and  massive  advertising  support  for  • 
1990,  the  Gillette  Sensor  shaving  system  B 
is  sure  to  be  an  unprecedented 
success  -  adding  a  sharper  edge  to  j 
your  sales. 


RTISING  SUPPORT  FOR  1990 

■R  IN  THE  SHAVING  MARKET. 


Gillette 


1 


Gillette 


The  Best  a  Man  Can  Get 


He's  back.  The  Bic  Razor  guru  hits  the  screens  on  National  ITV  Network  for  a  big  four  week 
campaign,  starting  April  16th. 

Enlightened, stockists  will  be  placing  extra  orders.  Because  when  Bic  hits  the  screens,  sales  really  lift  off. 


Wm RAZORS.  BRITAIN'S  FAVOURITE  DISPOSABLES. 

Biro  Bic  Limited,  Whitby  Avenue,  Park  Royal,  London.  NW10  75G. 


Dealing  with  diarrhoea 

Drug  information  specialist  Steve  Chaplin  MRPharmS  looks  at  the  unpleasant  problem  of  diarrhoea 
and  how  pharmacists  can  best  advise  patients  suffering  from  its  symptoms. 


The  word  "diarrhoea"  means  different  things 
to  different  people.  Most  would  accept  that 
diarrhoea  is  characterised  by  frequent,  watery 
stools  but  any  boundaries  between  '  'normal" 
and  "abnormal"  are  arbitrary.  Bowel  habits 
vary  widely  and  what  is  normal  for  one  person 
could  be  interpreted  as  constipation  or 
diarrhoea  by  another.  Faecal  incontinence  is 
sometimes  described  as  diarrhoea  to  avoid 
embarrassment.  Diarrhoea  is  therefore  best 
defined  as  a  change  in  bowel  habit,  with  an 
increase  in  the  number  of  defecations  per  day 
and  a  reduction  in  stool  solidity. 

Symptoms 

Diarrhoea  may  present  as  the  only  symptom 
or,  depending  on  the  cause,  it  may  be 
accompanied  by  abdo'minal  pain,  fever, 
nausea,  vomiting  and  malaise.  Food  poisoning 
if  often  associated  with  systemic  symptoms 
which  can  be  more  troublesome  than  the 
diarrhoea  itself.  Frequent  defecation  can 
cause  perianal  soreness  (excoriation).  Fatigue 
or  lassitude  may  develop  if  diarrhoea  persists 

Table  1  Products  for  diarrhoea 

Electrolyte  replacement 

Diocare  * 

Dioralyte 

Electrolade 

Glucolyte 

Rehidrat 


Motility  reduction 

Arret 

Collis  Browne's  mixture  * 
Imodium 


'Adsorbents' 

Collis  Browne's  tablets  * 

Diocalm  * 

Enterosan  *  + 

Kao-C 

Kaodene  * 

Kaolin  mixture  BP 

Kaolin  and  morphine  mixture  BP  * 

Kaopectate 

KLN 

Opazimes  *  + 
Other 

Arobon  (gum) 
Kompo  (astringent) 
*  contains  opiate  alkaloids 
+  contains  belladon  na 
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for  more  than  several  days  and  no  food  or 
glucose  is  taken.  This  should  not  be  confused 
with  lethargy  induced  by  dehydration  in  young 
children. 

Duration  and  severity 

Diarrhoea  is  a  symptom  of  an  underlying 
disorder.  Most  episodes  in  healthy  people  are 
acute  and  self-limiting  and  the  symptoms  can 
be  improved  by  appropriate  counselling  and 
treatment.  Chronic  diarrhoea  —  that  is, 
persisting  for  more  than  about  a  week  in  the 
absence  of  a  known  cause  —  indicates  the 
need  for  referral.  Reliance  on  symptomatic 
management  as  a  substitute  for  medical 
attention  should  be  discouraged. 

Similarly,  most  episodes  of  diarrhoea  are 
mild  in  both  frequency  and  volume.  Severe 
diarrhoea,  characterised  by  urgency, 
frequency,  large  volumes  of  watery  or  bloody 


faeces  and  systemic  symptoms,  needs 
immediate  medical  attention. 

Causes 

One  reason  why  diarrhoea  is  common  is  that 
it  is  a  symptom  of  diverse  origin.  Some  chronic 
disorders  which  cause  diarrhoea,  including 
ulcerative  colitis,  coeliac  disease  and  bowel 
cancer,  are  easily  overlooked  when 
counselling,  although  people  will  rarely 
present  in  the  pharmacy  without  being  aware 
of  the  problem. 

More  often,  diarrhoea  is  caused  by 
bacterial  or  viral  infection.  Food  poisoning  due 
to  salmonella  spp,  E.  coli  or  staphylococci  is 
becoming  common.  The  onset  of  symptoms 
can  usually  be  linked  to  a  particular  meal,  and 
to  the  people  who  shared  it,  within  the 
previous  few  days.  Water  contamination  is  a 
Continued  overleaf 
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Table  2  Possible  causes  of  diarrhoea 

infection 

Viral 
V  IX  dl 

XVUld  VIZ  Ub 

SRV  (small  round  virus) 

hJactenal 

Salmonella  spp 

E.  coli 

Shigella  spp 

Protozoal 

Gardia  spp 

Broad  spectrum  antibiotics 

Non-steroidal  anti-inflammatory  drugs 

Excessive  use  of  laxatives 

Excessive  use  of  magnesium  salts 

Psychological  factors 

Stress 

Chronic  disease 

Malabsorption  syndromes 

Coeliac  disease 

Colitis 

Ulcerative  colitis 

Cancer 

Other 

Excess  dietary  fibre 

Excess  beer 

Continued  from  p407 

further  alternative,  particularly  when,  as  this 
year,  levels  are  low  and  the  concentration  of 
sewage  and  algae  increases.  Traveller's 
diarrhoea  sometimes  persists  for  a  week  or 
more  and  chronic  infection  with,  for  example, 
Giardia  spp,  may  occur. 

Diarrhoea  is  a  common  adverse  reaction  to 
drugs,  notably  antibiotics  and  non-steroidal 
anti-inflammatory  agents.  Over-zealous  use  of 
laxatives  or  antacids  containing  magnesium 
will  cause  diarrhoea  acutely  and  should  be 
suspected  as  a  cause  of  chronic  diarrhoea  after 
excluding  other  possibilities. 

In  some  circumstances,  diarrhoea  is  a 
normal  response  to  events  which  requires  no 
treatment.  Frequency  often  increases  during 
short  periods  of  anxiety  or  stress  and  this  is 
invariably  associated  with  an  increasingly 
watery  stool.  If  this  problem  persists,  it  is 
clearly  counter  productive  to  offer 
symptomatic  treatment  only.  A  change  in  diet, 
for  example  an  increase  in  the  fibre  content  of 
food,  or  an  excess  of  beer  (especially  real  ale) 
are  common  causes  of  diarrhoea  but  the 
symptoms  are  unlikely  to  persist. 


Complications 


Pathophysiology 


The  underlying  defect  in  diarrhoea  is  a  net 
reduction  in  the  absorption  of  water  by  the 
colon.  This  organ  normally  extracts  90  per 
cent  of  the  water  which  reaches  it,  leaving  only 
150-200ml  in  the  faeces.  It  therefore  needs 
only  a  small  decrease  in  water  absorption  to 
product  a  large  increase  in  faecal  volume.  This 
may  be  due  to  a  reduction  in  transit  time  due 
to  increased  intestinal  motility,  as  occurs  in 
anxiety.  Alternatively,  non-absorbable 
electrolytes  and  sugars  may  retain  an  osmotic 
equivalent  of  water  in  the  colon,  preventing  its 
absorption.  This  occurs  in  some 
malabsorption  syndromes,  when  sugars 
cannot  be  broken  down  and  absorbed. 
Structural  damage  of  the  intestinal  mucosae 
due  to  colitis  alters  their  permeability  to  water 
and  electrolytes,  and  secretion  of  mucus, 
protein  and  blood  may  occur  in  chronic  colitis. 
An  increase  in  the  secretion  of  electroytes  into 
the  lumen  and  water  retention  can  also  occur 
when  bacterial  exotoxins  ' '  switch  on"  gastro- 
intestinal electrolyte  exchange  mechanisms. 


Acute  diarrhoea  rarely  presents  a  hazard  to 
healthy  people.  However,  young  children  and 
the  elderly  are  less  able  to  withstand  the 
effects  of  electrolyte  and  fluid  loss  and  there 
is  a  risk  of  dehydration.  Ultimately,  this  can 
produce  electrolyte  depletion,  vascular 
collapse  and  metabolic  acidosis.  People  with 
diabetes  mellitus  are  at  special  risk  from  loss 
of  glycaemic  control. 

Even  brief  diarrhoea  may  impair  the 
efficacy  of  some  drugs,  notably  the  oral 
contraceptive  and  sustained-released 
formulations.  Certain anti-diarrhoeal  agents, 
for  example  kaolin  or  chalk-based  products, 
can  impair  absorption.  For  example, 
ciprofloxacin  is  often  used  to  treat  traveller's 
diarrhoea  but  its  absorption  is  reduced  by  the 
aluminium  salts  found  in  some  OTC 
formulations  (for  example,  kaolin,  Opazimes). 
The  gastrointestinal  stasis  induced  by  opioids 
may  also  influence  the  rate  at  which  some 
drugs  are  absorbed. 

Treatment 

Ideally,  anyone  who  requests  treatment  for 
diarrhoea  should  be  counselled  and,  if 
indicated,  provided  with  suitable  treatment.  In 
many  cases,  no  treatment  will  be  needed.  But 
people  often  buy  a  familiar  remedy  without 
expecting  to  consult  a  pharmacist. 

Because  most  people  are  healthy  and 
because  diarrhoea  is  usually  mild,  this  often 
does  no  immediate  harm  although  the 
treatment  they  choose  will  not  always  be  the 
most  appropriate.  However,  counselling  must 
be  offered  when  young  children  or  the  elderly 
are  affected. 

A  good  history  is  essential.  Treatment  can 
be  based  only  on  guesswork  unless  the  cause 
of  diarrhoea  is  understood.  It  is  important  to 
establish  how  old  the  sufferer  is  (it  is  not 
necessarily  the  person  in  the  pharmacy),  the 
true  nature  of  the  symptoms,  and  any  possible 
causes.  Finally,  are  there  any  contra- 
indications to  treatment? 

Referral  is  necessary  if  blood  or  mucus 
appears  in  the  stools.  People  with  chronic 
diarrhoea  should  be  referred,  although  they 
may  need  treatment  to  reduce  the  frequency 


of  defecation  in  the  meantime.  Infants  should 
be  referred  if  the  symptoms  are  persistent  or 
severe,  or  if  there  are  any  signs  of  dehydration 
such  as  lethargy  or  a  low  urine  output. 
Persistent  traveller's  diarrhoea  may  require 
treatment  with  antibiotics,  although  it  is  still 
common  practice  to  withhold  treatment  from 
all  but  the  young  and  old  for  fear  of  promoting 
resistance. 

The  management  of  acute  diarrhoea  falls 
into  two  broad  categories:  salt  replacement 
and  symptomatic  treatment.  Electrolyte 
replacement  and  glucose  supplement 
mixtures  do  not  influence  the  symptoms  of 
diarrhoea  but  they  are  valuable  in  avoiding 
complications  in  young  children,  debilitated 
people  and  the  elderly  who  suffer  prolonged 
diarrhoea  or  if  vomiting  occurs. 

Glucose  enhances  the  absorption  of 
electrolytes  but  proprietary  formulations  may 
contain  more  glucose  than  is  needed  for  this 
purpose.  They  also  contain  suboptimal 
concentrations  of  sodium  and  they  may  be 
inappropriate  if  the  symptoms  are  severe.  In 
practice,  they  do  no  harm  even  if  used  from 
the  onset  of  an  acute  attack  but  they  are 
probably  unnecessary  for  the  first  day  or  two 
in  otherwise  healthy  older  children  and  adults. 
However,  treatment  should  begin 
immediately  for  infants. 

The  symptoms  of  diarrhoea  can  be 
reduced  or  abolished  by  slowing  intestinal 
motility.  This  causes  retention  of  faeces  and 
may  allow  people  to  continue  work  or  to  get 
home  on  the  bus  without  undue  interruption. 
It  is  a  common  misconception  that  these 
agents  are  curative  and  it  should  be  made  clear 
that  they  produce  temporary  improvement 
only.  If  the  diarrhoea  is  due  to  infection,  faecal 
retention  will  ultimately  make  the  problem 
worse. 

This  group  of  drugs  includes  opioids  such 
as  loperamide  (Arret,  Imodium),  the  morphine 
alkaloids  included  in  low  concentrations  in 
combined  formulations,  and  anticholinergic 
agents  such  as  belladonna.  It  is  an  over- 
simplification to  describe  their  effects  only  on 
intestinal  motility,  since  they  also  modify 
water  and  electrolyte  resorption.  However, 
these  actions  alone  are  not  sufficient  to  restore 
normal  bowel  function.  The  drug  of  choice 
from  this  group  is  loperamide.  By  contrast 
with  codeine,  it  is  poorly  absorbed  from  the 
gastro-intestinal  tract  and  it  is  probably  more 
reliable  than  many  OTC  mixtures.  No  dose 
modification  is  required  for  the  elderly. 

In  acute  diarrhoea,  electrolyte 
replacement  is  preferable  to  inducing  intestinal 
stasis.  However,  some  formulations  of 
electrolytes  contain  low  doses  of  morphine 
and  should  be  avoided  in  younger  children. 

It  is  probably  unnecessary  to  starve  during 
acute  diarrhoea.  However,  food  stimulates 
intestinal  motility  and  any  increase  in  faecal 
bulk  will  make  the  symptoms  worse. 
Diarrhoea  is,  in  any  case,  often  associated 
with  loss  of  appetite. 

A  large  number  of  mixtures  for  diarrhoea 
contain  kaolin  (aluminium  silicate)  or  calcium 
carbonate.  Although  they  are  claimed  to  be 
absorbents  their  benefits  are  debatable,  even 
though  many  contain  small  amounts  of 
morphine.  They  probably  increase  the  solidity 
of  stools,  which  may  reduce  the  discomfort  of 
defecation,  but  it  is  uncertain  whether  they 
decrease  frequency.  Because  of  the  size  of 
bottles  and  the  large  doses  necessary, 
mixtures  are  less  convenient  to  use  than 
tablets  or  capsules.  However,  these  products 
are  traditional  and  popular  remedies  which  do 
little  harm.  Gums  such  as  ceratonia  probably 
have  a  similar  effect. 
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ADVERTISEMENT  FEAT 


There  is  a  new  force  behind  Brut — one  of  the  cleanest,  freshest  male 
fragrances  in  the  market.  Elida  Gibbs  has  bought  Brut  and  the  House  of 
Faberge  —  we  look  at  their  plans  for  the  brand 


A  £1 .3m  support  package  will  demonstrate  a 
total  commitment  to  Brut,  both  in  customer 
service  and  in  a  new  and  exciting  advertising 
campaign  to  be  launched  for  the  brand  this 
year,"  says  Rod  Connors,  brand  manager. 

All  orders  and  sales  inquiries  are  now  being 
handled  in-house,  backed  by  the  strength  of 
the  Elida  Gibbs  sales  force.  But  Brut  wilJ 
continue  to  exist  under  the  Faberge  house 
name,  exploiting  and  developing  the  loyalty 
that  the  brand  has  built  up  since  its  UK  launch 
in  1966. 

Two  years  after  Brut's  appearance,  and 
with  limited  distribution  to  department  stores 
and  independent  chemists,  it  became  the 
market  leader.  Splash-on,  the  most  famous 
Brut  launch,  was  a  new  concept  in  body  lotions 
and  transformed  the  male  fragrance 
marketplace  when  it  appeared  in  1975. 

Elida  Gibbs  took  over  the  product  in 
November  1989.  The  company  has 
implemented  part  of  its  strategy  for  Brut  in  the 
High  Street  by  paring  the  range  to  12  key 
products,  in  keeping  with  today's  market.  The 
aim  was  to  create  a  tighter  and  more  dramatic 
ook  on  shelf,  giving  the  customer  a  clear 
'ange  of  core  products  to  choose  from,  such 
is  aftershaves,  splash-ons,  body  sprays,  and 
deodorants.  Impactful  shelf  talkers  and  other 
iromotional  items  will  be  produced  for  the 
ndependent  chemist  later  in  the  year, 
emphasising  the  new  and  more  effective  use 
if  shelf  space. 

The  new  look  is  also  designed  to  reach  out 
pnd  appeal  to  the  younger  man,  who  might 
want  to  experiment  with  light,  refreshing 


daytime  fragrances  which  keep  him  feeling 
good  both  at  work  and  after  sport.  "At  the 
moment,  Brut  appeals  to  a  wide  age  range, 
with  a  great  loyalty  in  the  older  age  groups, ' ' 
says  Rod  Connors.  "But  we  really  want  to  get 
younger  people  trying  Brut,  because  this  is 
when  fragrance  loyalties  are  first  formed." 

Two  key  items  have  already  been  launched 
to  appeal  to  younger  men.  The  100ml  "33" 
after  shave  came  out  in  1988;  with  a  light  citrus 
top  note  it  was  designed  to  appeal  to  younger 
men  who  wanted  a  refreshing  splash  of 
fragrance  without  the  power  of  the  traditional 
after  shave.  The  latest  addition  to  the  range  is 
the  sportsman's  deodorant,  launched  to  give 
younger  men  a  feeling  of  instant  freshness, 
and  with  reliability  that  would  last  all  day  long. 

'Modern  male'  TV  boost 

Later  in  the  year  a  new  30-second  television 
commercial  based  on  the  results  of  extensive 
nationwide  research  will  back  the  message 
that  Brut  is  the  perfect  modern  male 
fragrance.  The  commercial  will  be  aimed  at  all 
men,  but  especially  the  key  group  of  16-25 
year-olds. 

The  television  campaign  will  highlight 
Brut's  special  qualities  of  sportiness, 
integrity,  camaraderie  and  living  life  to  the  full, 
appealing  to  men  and  women  alike.  "Men  will 
be  alerted  to  the  appeal  of  the  brand  by  the 
commercial,  and  they  will  be  prompted  to  ask 
the  woman  in  their  life  to  buy  it  for  them 
regularly,"  says  Rod  Connors. 

Elida  Gibbs  are  also  committed  to 


controlling  the  exciting  Faberge  power  boat 
Grand  prix  and  to  providing  power  boat 
sponsorship  in  1990.  This  is  a  link  which  has 
been  developed  since  Faberge  first  entered 
the  world  of  offshore  power  boat  racing  in 
1975.  For  this  season,  there  are  two  Faberge- 
sponsored  boats  represented  in  classes  II  and 
III.  With  the  power  boat  season  running  from 
May  to  September,  the  brand  will  be 
promoted  in  three  of  the  twelve  races  and 
given  maximum  Press  coverage. 

Henry  Cooper  will  continue  to  provide  a 
reassuring  and  well-loved  image  for  the  brand 
in  1990  through  his  involvement  in  trade 
activity  and  in-store  demonstrations. 

Press  backing,  too 

A  Press  campaign  will  also  follow  later  in  the 
year,  and  key  promotional  periods  will  be 
January  to  February  and  May  to  June,  when  a 
variety  of  extra- value  and  banded  packs  will  be 
offered  to  the  trade.  These  will  cover  the 
Summer  period,  when  the  demand  for  male 
fragrances  to  ensure  personal  freshness  is  at 
a  premium.  And  watch  out  for  the  special  Brut 
Christmas  range  for  1990. 

Do  not  miss  out  on  the  huge  selling 
potential  of  Brut  now  that  the  Elida  Gibbs  sales 
force  has  arrived.  Place  your  orders  now,  and 
make  sure  that  demand  does  not  outstrip 
supply. 


fhink  freshness.  Think  Brut. 


BUCKINGHAMSHIRE  LPC  CONFERENCE 


Beware  lowest  bids'  for 
extended  role  payments 


Jeremy  Clitherow 


Patients  first 
with  new  FPSAs? 


The  extended  role  and  the 
changing  face  of  family 
practitioner  committees 
were  on  the  agenda  of 
Sunday's  Buckinghamshire 
LPC  conference,  held  at 
Aston  Clinton 

Pharmacists  should  tread  carefully 
in  negotiations  on  remuneration 
for  the  extended  role  and  make 
sure  that  the  ' '  lowest  bid ' '  is  not 
enforced  by  Kenneth  Clarke, 
Secretary  for  Health,  Jeremy 
Clitherow  told  the  conference. 

"It  costs  money  for 
pharmacists  to  come  out  of  the 
dispensary  and  talk  to  patients. 
You  can't  do  it  for  nothing,"  said 
Mr  Clitherow,  a  National 
Pharmaceutical  Association  board 
member.  There  is  a  cost 
implication  which  includes 
pharmacist's  time,  hours  of 
service  and  the  cost  of  employing 
an  assistant,  he  said. 

Finance  was  especially 
important  now  that  cost-plus  had 
been  abandoned,  and  it  is  essential 
that  front-loading  on  prescriptions 
is  maintained.  "It  wt  !d  be 
disastrous  for  the  profession  if  we 
abandon  front  loading.  People 
doing  less  than  3,000  items  per 
month  would  be  worse  off. 
Planning  would  be  a  nightmare  and 
small  shops  would  decay  because 
they  would  be  unmarketable," 
warned  Mr  Clitherow. 

This  could  result  in  the 
number  of  pharmacies  being 
reduced  from  around  10,000  to 
8,000  —  a  figure  that  might  please 
the  Government,  he  said. 

Discounts  are  now  being 
shared  with  the  Department 
through  clawback  and  these 
should  be  ploughed  back  into 
pharmacy.  Discounts  are  the  most 
realistic  way  to  pay  for  our  new 
services,  he  said.  GPs  have  been 
told  that  they  will  be  allowed  to 
plough  back  some  of  their  profits 
and  can  also  keep  some  of  their 
profits.  Why  not  do  the  same  for 
pharmacists,  he  asked. 

Income  generation  was 
another  sore  point  —  the 
Department  can't  expect  to  have 
it  both  ways. 

Buying  in  our  expertise  to 
advise  FPCs  and  subcommittees 
would  cost  money.  For  instance 


Liverpool  FPC  is  now  looking  for 
a  clinical  pharmacy  advisor  (p412) 
at  a  salary  of  around  £21 ,000,  said 
Mr  Clitherow. 

Raise  public  image' 

A  public  relations  and 
communications  campaign  was 
important  in  raising  the  public's 
image  of  the  profession,  but  this 
must  begin  "at  home".  He  called 
on  pharmacists  to  re-examine 
themselves  and  their  shops  and  to 
beware  of  familiarity: 

"Do  you  look  the  part? 

Do  you  have  the  right  frame  of 

mind  and  a  positive  mental 

attitude? 

Are  your  premises  clean  and 
bright? 

Does  it  look  like  a  bazaar  or  is  it 
bizarre,  or  does  it  look  like  a 
continental  pharmacy,  tiled,  clean, 
bright  and  airy? 

Does  it  have  all  the  equipment 
specified  in  the  code  of  practice? 

Mr  Clitherow  said  the  New 
Year  letter  to  pharmacists,  from 
Mrs  Marion  Rawlings,  the 
president  of  the  Royal 
Pharmaceutical  Society,  "didn't 
go  half  the  way  " .  It  should  not  be 
left  up  to  the  Society's  inspectors 
to  advise  on  standards. 
Pharmacists  needed  to  become 
marketeers,  by  offering  a  service 
that  is  wanted  by  the  public.  He 
urged  them  to  examine  local 
initiatives  and  geographical 
variations. 

In  raising  our  profile,  it  was 
essential  that  services  provided 
were  emphasised.  Services  like 
cholesterol  and  blood  pressure 
testing  should  be  offered  and 
remunerated  for  and  pharmacists 
could  even  do  a  "health  check" 
plan,  said  Mr  Clitherow.  Body 
fluid  examination,  hypertension 
screening  and  patient  medication 
records  should  not  be  seen  as  the 
sum  total,  he  warned.  "There  is 
so  much  more.  You  are  not  just 
prescription  dispensers,  that  role 
is  diminishing  and  being  replaced 
by  a  role  as  an  authoritative  source 
of  information." 

Pharmacists  should  actively 
raise  their  media  profile  and  be 
prepared  to  go  on  television  or 
radio  and  talk  to  newspapers. 
Representation  on  family 
practitioner  committees  should  be 
raised  and  there  should  be  more 
involvement  with  district  and 
regional  health  authorities. 


Family  Practitioner  Committees 
will  in  future  place  more  emphasis 
on  the  needs  of  patients  rather 
than  services  to  contractors, 
Michael  Gaffney,  manager 
Buckinghamshire  FPC,  told  the 
conference. 

The  proposed  change-over  to 
Family  Practitioner  Services 
Authorities  (FPSA)  means  that 
FPCs  operating  '  'in  the  traditional 
manner' '  will  face  a  realignment  of 
service  from  contractors  to 
patients,  he  said. 

"Most  people  don't  know 
what  an  FPC  does  and  there  has 
been  an  attitude  that  it  is  there  to 
serve  contractors  without  really 
influencing  policy.  We  are  now  in 
exciting  times  and  big  changes  are 
happening."  The  money  will  now 
be  following  the  patient  in  "an 
historic"  shift  towards  primary 
care,  he  predicted. 

Up  to  now  FPCs  have  been 
independent  organisations 
reporting  to  the  DoH  but  from 
April  1,  1991,  they  will  be  part  of 
a  regional  health  authority.  One  of 
the  many  lessons  coming  out  of 
the  new  organisation  was  that 


Mike  Gaffney 


FPCs  and  District  Healt 
Authorities  would  have  to  woi 
together  and  not  compete  when 
comes  to  provision  of  primal 
health  care,  he  said. 

The  requirements  placed  c 
the  FPC  as  a  result  of  the  NH 
White  Papers  and  new  G 
contract  include:  monitoring  i 
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targets  for  vaccines  and 
immunisation;  premises  and 
practices;  referrals  and  blockages 
in  waiting  lists  and  prescribing 
rates.  From  the  beginning  of  April 
FPCs  take  on  responsibility  for 
PACT  and  monitoring  outcomes 
of  treatment,  the  so  called 
"medical  audit"  which  "is  causing 
anguish  and  paranoia  among 
GPs,"  said  Mr  Gaffney. 

The  big  change  as  far  as 
service  development  goes  will  be 
cash  limited  budgets  which  will 
introduce  "targeting,  prioritising 
and  refusing  services",  said  Mr 
Gaffney.  All  in  all  FPCs  will  have 
to  represent  patients  and  their 
choices,  where  in  the  past  they 
had  been  "cosy"  with 
contractors. 

"Without  trying  to  destroy  co- 
operation we  will  have  to  pay 
much  more  attention  to  our  joint 
customer  and  patient,"  said  Mr 
Gaffney.  FPCs  may  now  have  to 
take  on  a  "shop  front"  role  to 
enhance  accessibility  to  patients. 
Consumer  surveys  will  be 
employed,  but  it  was  important  to 
be  aware  of  the  damage  that  could 
be  caused  by  ill  thought  out 
questions  and  poorly  interpreted 
answers,  said  Mr  Gaffney. 

In  Buckinghamshire  the  main 
priority  will  be  to  run  PACT  and 
advise  on  prescribing.  The  FPC 
already  has  links  with  the  district 
pharmaceutical  officer,  but 


sessional  advice  from  pharmacists 
would  also  be  important,  said  Mr 
Gaffney.  Budgets  would  be 
indicative  and  not  cash-limited  but 
there  was  no  overiding  guarantee 
that  patients  would  not  be  turned 
away  because  of  lack  of  funds,  he 
added. 

"If  I  felt  patients  had  to  be 
turned  away  because  of  lack  of 
money,  I  would  have  to  resign," 
said  Mr  Gaffney. 


DoH 

intransigent, 
says  Bucks 
pharmacist 

A  Buckinghamshire  pharmacist 
has  accused  the  Department  of 
Health  of '  'intransigence"  in  pay 
negotiations  for  pharmacy 
contractors. 

John  Williams  of  Victoria 
Pharmacy,  High  Wycombe,  used 
the  question  time  session  to  vent 
his  anger  at  the  new  contract  on 
offer  from  the  DoH  that  would,  if 
accepted,  result  in  a  £3,000  pay 
cut  for  contractors  in  England  and 
Wales  (C&D,   February  24, 


p264). 

Mr  Williams  recounted  the 
stages  in  negotiations  following 
the  Department's  announcement 
of  the  abolition  of  the  cost-plus 
contract  in  December  1988,  up  to 
February's  LPC  meeting,  "which 
appeared  to  have  been  very 
confused" .  He  said  it  was  unfair  of 
PSNC  to  ask  delegates  for 
guidance  because  very  few  had 
had  a  chance  to  discuss  the 
proposals  in  the  ten  days  between 
the  publishing  of  the  offer  and  the 
conference. 

'  'This  is  the  most  crucial  thing 
that  has  happened  to  the 
profession  for  years,"  said  Mr 
Williams.  "Because  PSNC  has 
asked  for  guidance,  it  must  be  by 
concensus  of  opinion  of  all 
contractors,"  he  added. 

"When  the  DoH  informed 
PSNC  of  the  abolition  of  cost-plus, 
David  Sharpe  said  it  would  mean 
the  end  of  existing  independent 
inquiries  into  cost,  which  Alan 
Smith  had  previously  said 
represented  96  per  cent  of  our 
remuneration,  with  profit 
accounting  only  for  4  per  cent . ' ' 

Since  the  Department  had 
reneged  on  the  contract  offered 
two  years  ago  in  not  using  last 
year's  final  balance  sheet  figures 
as  the  basis  for  the  new  contract, 
there  was  only  one  course  open  to 
PSNC 

"Go  back  to  the  negotiating 


table  and  say  the  old  contract  must 
continue  for  another  year  to 
enable  us  to  renegotiate,  unless 
we  have  an  immediate 
undertaking  that  negotiations  will 
be  based  on  last  year's  core 
services,  including  the  deferred 
back  payments  plus  a  negotiable 
increase  in  line  with  inflation," 
suggested  Mi  Williams. 

If  the  Department  fails  to 
accept  this,  then  pharmacists 
should  go  public,  says  Mr 
Williams.  "We  are  the  first 
profession  that  is  going  to  take  a 
cut  in  remuneration," 

Mr  Williams  said  he  was  not 
suggesting  that  pharmacists  take 
sanctions  or  strike  action,  but 
added  that  if  PSNC  refused  to 
implement  the  new  contract  then 
pharmacists  would  be  unable  to 
fulfil  contractual  obligations  from 
April  1. 

"If  a  litany  of  the 
Department's  procrastinations 
over  the  past  few  years  were 
published  and  explanations  made 
as  to  why  we  were  being  pushed 
into  a  corner  where  there  would 
be  no  prescriptions  dispensed, 
then  public  pressure  would  lead  to 
a  more  reasonable  approach  to 
negotiations,"  he  said. 

Mr  Williams  believes  that  his 
views  echo  the  sentiments  of  the 
majority  of  contractors.  And  he 
warned  that  a  change  in 
negotiators  might  be  needed. 


THE  UNIQUE 
TWO-WAY 
SHOPFITTING 

REMEDY. 


MYERS 


To:  BFN  Showrax,  Lower  Road,  Grovesencl,  Kent  DAI  1  9BE 
Please  tell  me  more  about  the  BFN  Showrax  remedy. 

!  NAME   

|    NAME  OF  PHARMACY  

j  ADDRESS   

TEL  NO   


BFN  SHOWRAX  experts  in  pharmacy 
shopfitting  for  many  years,  is  the  company 
best  able  to  service  both  your  retail  sales 
area  and  the  all  important  dispensary.  This  is 
because  only  BFN  can  provide  the  unique 
combination  of  SHOWRAX  modular 
shelving  systems,  together  with  the 
acclaimed  Myers  dispensary  system.  Our 
highly  trained  consultants  are  specialists  in  - 
the  pharmacy  sector  and  will,  you'll  find, 
completely  understand  the  total  needs  of 
your  business. 

SHOWRAX  systems  are  specially  designed 
fo  give  you  the  optimum  balance  between 
looks  and  function  and  are  dedicated  to 
maximising  your  retail  profit.  The  Myers 
system  combines  high  quality  natural 
materials  with  space-efficient  storage 
features  and  a  flexible  ability  to  meet  all 
modern  dispensary  needs. 
For  a  no  obligations  diagnosis,  call  free  on 
the  SHOWRAX  LINK  LINE,  use  this 
publication's  readers  reply  service  or  fill  in 
the  coupon. 

FREE  LINKLINE  0800  525 104 

BFN  Storefitters  Limited 
Lower  Road,  Gravesend,  Kent  DAI  1  9BE 


(BLOCK  LETTERSI 


SHOWRAX 
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Pfizer  pay  damages  for 
finger  injury 


Fifty  two  year  old  Peter  Coe,  who 
remains  painfully  disabled  13 
years  after  his  finger  was  struck  a 
"tremendous  blow"  by  an 
industrial  machine,  has  won 
£1,120  in  High  Court  damages. 

Judge  Peter  Crawford  QC 
ruled  that  the  accident  was  caused 
by  the  negligence  of  Mr  Coe's 
long  term  employers,  Pfizer  Ltd 
of  Ramsgate  Road,  Sandwich, 
Kent. 

The  judge  said  the  accident 
could  have  been  avoided  at 
"trifling  expense"  had  the 
pharmaceutical  company  taken 
note  of  a  "constant  stream  of 
minor  injuries"  suffered  by  its 
staff.  The  company  had  failed  to 
take  "obvious  precautions" 
against  "a  very  high  risk,  indeed 
a  certainty,  that  employees  would 
suffer  a  very  minor  injury' ' . 


The  court  heard  what  would 
otherwise  have  been  a  minor' 
injury  proved  devastating  for  Mr 
Coe  of  Roosevelt  Road,  Dover, 
because  of  a  "congenital" 
weakness  in  his  finger  bone.  Mr 
Coe's  right  ring  finger  bone  was 
"paper  thin  and  very  vulnerable  to 
knocks  and  trauma"  even  before 
the  accident  which  happened  in 
May  1977  as  he  was  operating  a 
machine  for  coating  tablets. 

The  judge  ruled  Mr  Coe  was 
only  entitled  to  damages  for  an 
injury  the  effects  of  which 
continued  for  a  few  weeks  rather 
than  years  after  the  accident. 

Pfizer  were  ordered  to  pay  the 
legal  costs  of  the  action  but, 
because  of  the  size  of  the  award, 
will  only  have  to  pay  them  on  the 
County  Court  rather  than  High 
Court  scale. 


This  year 's  annual  BPSA  sports  weekend  was  hosted  by  Aston  School  of 
Pharmacy,  who  couldn 't  find  a  sports  centre  in  Birmingham  brave 
enough  to  feed,  sleep  and  entertain  nearly  a  thousand  students  for  a 
whole  weekend!  Instead,  they  descended  on  Manchester,  from  March 
9-11.  Cardiff  took  the  rugby  title,  Manchester  won  the  football  and 
Nottingham  took  the  award  for  '  'best  sportsmanship. ' '  The  overall 
winners  were  Cardiff,  pictured  here  enjoying  their  moment  of  glory 


'Repackage  carbamazepine' 


The  US  Food  and  Drug 
Administration  is  asking 
pharmaceutical  companies  to 
change  the  packaging  of 
carbamazepine  tablets  to  keep  out 
moisture  that  impairs  their 
effectiveness. 

A  new  FDA  study  shows  that 
carbamazepine  tablets  can  lose 
one  third  of  their  effect  if  stored  in 
humid  conditions  such  as  exist  in 
most  bathrooms,  according  to  a 
report  in  The  Wall  Street  Journal. 
The  study  is  said  to  help  explain 
complaints  that  the  drug 
sometimes  varies  in  its  ability  to 
prevent  seizures. 


Blister  packs  are  said  to  be  oru 
alternative  that  is  marginally  mon 
expensive  than  putting  tablets  in 
bottle.  Ciba  Geigy,  who  mak< 
Tegretol,  package  their  tablets  ii 
blister  packs  of  100  and  in  sealeij; 
containers  of  500. 

A  spokeswoman  at  the! 
company,  Dr  Gwen  Parr,  toll 
C&D  that  although  they  had  seei 
a  copy  of  an  FDA  statement,  the; 
had  had  no  notification  direct!; 
from  the  FDA.  Dr  Parr  said  the; 
are  giving  the  information  higi 
priority,  and  are  hoping  to  have  ; 
copy  of  the  FDA  study  shortly,  si 
that  they  can  follow  it  up. 


Wanted:  clinical  pharmacy 
adviser  to  FPC 


Liverpool  Family  Practitioner 
Committee  is  looking  to  appoint  a 
clinical  pharmacy  adviser  to  help 
interpret  PACT  data  and  develop 
general  medical  practice  based 
formularies.  The  appointee  will 
work  with  independent  medical 
advisers  brought  in  on  a  sessional 
basis  to  promote  rational  and  cost 
effective  prescribing. 

The  job  is  thought  to  be  the 
first  of  its  advertised,  although 
planning  and  information  manager 
at  Liverpool  FPC,  Miss  Bradley, 
told  C&D  that  many  FPCs  are 
looking  at  making  similar 
appointments. 

The  practice  formularies  are  to 
be  developed  in  conjunction  with 
the  Regional  Health  Authority. 
The  FPC  decided  to  buy  in 
sessions  of  independent  medical 
advice  from  a  number  of  sources 


rather  than  using  just  one  advise 
because  different  advice  will  b< 
needed  on  a  range  of  subjects. 

For  the  clinical  adviser's  pos; 
the  FPC  is  looking  for  someom 
with  clinical  and  community 
pharmacy  experience,  a  sounii 
knowledge  of  prescribing  iij 
general  practice  and  ideally  som< 
computer  expertise.  Tht 
appointee  will  be  expected  t< 
encourage  pharmacists  and  GP: 
to  collaborate  to  ensure  effective 
efficient  prescribing.  He  or  sht 
will  also  help  the  general  manage 
set  indicative  prescribing  budget 
and  monitor  GPs'  over  and  unde 
spending. 

Prospective  candidates  cai 
expect  to  be  offered  a  salary  oi 
hospital  pharmacy  grade  E  o 
between  £19,700  and  £21,500 
Closing  date  is  March  19. 


Pi  I- Food  a  Swiss  treat  for  hair 

and  nails 


HAVE  YOU  CLAIMED  YOUR  100%  BONUS? 


LIST 

LESS 

201 


Make  £7.53 
on  each  sale! 
A  big  44%  p.o.r 


N0HMAL 
LIST 

SPECIAL 
LIST 

RRP 

11.97 

9.58 

19.68 

AND 


FOR  100%  BONUS 

SEND  US  COPY  INVOICE  PROOF-OF- 
PURCHASE  OF  PIL-FOOD  CAPSULES 
AND  WE  WILL  SEND  YOU  -  FREE  . . . 

1  X  100  PIL-FOOD  capsules  -  PLUS 
window/counter  merchandiser  — 
PLUS  leaflets.  YES  even  for  proof 
of  purchase  on  just  ONE  pack! 

LIMITED  TO  ONE  PER  STORE  FEB  24TH  to  MARCH  31  1990\ 


SUPPLIERS'  CODES 


A.A.H.  PIL69N 
MACARTHYS  498  667 
UNICHEM  194  746 

And  Regional  Wholesalers 


Lake  Pharmaceuticals  Limited 
36  Haven  Green  London  W5  2NX 
Tel:  01-991  0272.  Fax:  01-998  5823 


1 1 1 


CHEMIST  &  DRUGGIST  17  MARCH  199 


Breakfast  ad 
not  on  solid 
ground... 

I  was  dismayed  to  read  the  latest 
advertisement  for  Robinsons 
Baby  Foods  in  your  March  3  and 
March  10  issues. 

It  is  not  thought  advisable  to 
promote  mixed  feeding  under  the 
age  of  three  months,  according  to 
present  day  practice  in  infant 
feeding,  though  certain  babies 
may  need  it.  This  advertisement 
may  well  lead  chemists  to  assume 
that  it  is  acceptable  practice  to 
advise  mothers  to  introduce  solid 
foods  before  three  months,  which 
is  certainly  not  the  case. 

Brand  loyalty  will  occur 
whenever  the  mother  starts 
feeding  her  baby  on  solids, 
providing  she  feels  the  product  is 
good.  Chemists  try  to  provide 
good  advice  to  mothers  who  need 
guidance,  but  this  sort  of 
misleading  advertising  will  only 
serve  to  further  confuse  the 
mother. 

Conflicting  advice  from  health 
visitors  and  chemists  does  not 
further  local  professional 
partnerships,  moreover  chemists 
are  not  in  a  position  to  judge  which 
baby  should  have  solids  before 
three  months  anyway.  The  fact 
that  "creamed  porridge"  is  not 
gluten  free  further  complicates 
the  issue,  as  these  products  are 
not  considered  first  weaning 
foods. 


Ros  Meek 

Professional  liaison  officer,  Health 
Visitors  Association 


...wrong 
target 

We  were  surprised  to  see  that 
Robinson's  in  their  recent 
advertisements  were  making 
much  of  their  brand  leadership 
with  the  baby  breakfast  range  with 
"babies  under  three  months" 
(March  3  and  March  10)  not  least 
because: 

1.  The  DHSS  Report  32  (Present 
Day  Practice  in  Infant  Feeding) 
states:  "Very  few  infants  will 
require  solid  foods  before  the 
age  of  three  months  but  the 
majority  should  be  offered  a 
mixed  diet  not  later  than  the 
age  of  six  months.  We 
recommend  accordingly". 
The  policy  of  health  visitors  is 
not  to  recommend  solid 
feeding  before  the  age  of  4 
months. Robinson's  are  clearly 
targeting  mothers  with  babies 


aged        0-2  months! 

Premature  introduction  of 
baby  food  is  not  advisable  as  the 
gut  is  more  vulnerable  to  infection 
and  allergy ,  and  the  use  of  energy 
dense  foods  at  too  early  an  age 
may  facilitate  obesity. 

We  are  concerned  lest 
pharmacists,  in  their  key  role  as 
recommenders  to  new  mothers, 
begin  to  encourage  too  early 
weaning  as  a  result  of  this 
advertisement. 


Deborah  J.  Horsman 
Victoria  J.  Pennington 

Nutritionists,  Farley  Health 
Products 

Editor:  Robinsons  say  they  were 
not  intending  to  imply  that  Baby 
Breakfasts  are  recommended  for 
children  under  three  months. 
They  say  that  they  will  amend  the 
copy  of  future  advertisements  for 
the  product  to  prevent  any  further 
misunderstanding. 


Counter  point 

Mr  W.  Revell  of  A  AH  Holdings 
(C&D,  March  10)  seems  to  have 
missed  the  point  of  the  letter  from 
Unichem's  Mr  J.  Harris  (March  3) 
completely,  and  opened  up  old, 
but  well  healed  wounds  of 
1988-89. 

AAH  Holdings  have  a 
subsidiary  company  operating  as  a 
multiple  chemists  chain  that  is 
totally  unconnected  with  their 
franchise  operation.  If  I  may  be 
allowed  to  ask  direct  questions  of 
Mr  Revell,  I  trust  he  will  be 
forthright  with  his  answers. 

1.  Does  his  company  intend  fo 
expand  its  multiple  chemist  chaii  ? 

2.  If  he  is  as  keen  to  support  the 
independent  as  he  would  have  us 
believe,  why  does  he  not  offer  his 
pharmacies  to  his  employee 
managers  as  franchised  outlets? 
3. If  Lord  Young  is  successful  in 
allowing  all  GPs  to  dispense  at 
will,  would  AAH  chase  this  market 
as  pointedly  as  they  have  chased 
rural  dispensing  practices? 

4.  Does,  as  his  letter  infers,  he 
really  believe  that  a  young 
pharmacist  will  be  in  a  position  to 
sell  his  franchise  after  ten  years, 
and  gain  so  much  capital  as  to  be 
able  to  retire?  Surely,  after  ten 
years  hard  work,  he  would  be 
more  likely  to  ask  for  a  Statim  loan 
and  purchase  the  business. 
However,  it  seems  that  this  will 
not  longer  be  possible. 

Finally,  may  I  suggest  that 
AAH's  imaginative  project  will 
pale  into  insignificance  when 
compared  to  the  imagination  of  Mr 
Harris  and  his  colleagues.  Or 
perhaps  he  believes  that  the  6000 
going  to  the  flotation  meeting  are 
going  to  vote  against! 


Anthony  Peel 

Huddersfield 


Thi 

About 


Tick  for  'Yes' 


Improving  Your  TURNOVER? 

V 

Installing  New  SHELVING? 

Changing  Your  Window  DISPLAY? 

Revamping  Your  POINT-OF-SALE? 

Improving  Your  Shop  LIGHTING? 

Updating  Your  CASH  REGISTER? 

Reducing  THEFT? 

Improving  SECURITY? 

Upgrading  STOCK  CONTROL? 

Renewing  Your  STORAGE  SYSTEM? 

Redesigning  Your  SHOP  LAYOUT? 

Replacing  Your  SIGNAGE? 

Laying  New  FLOORING? 

Buying  CARRIER  BAGS? 

*lf  you  have  ticked 

ANY  of  these 

YOU  MUST  NOT  MISS 

SHOPEX! 


13-17  MAY  1990 
National  Hall 
OLYMPIA 

SHOPEX  INTER  NATIONAL  To  receive  your  jjJJJI  Tickets 

%to  the  exciting  world  of 
Jtifr  Shopex  International  and 

Point  of  Sale  at  Shopex 
call  the  24  hour  hotline  01-429 1777 
or  complete  the  coupon  today 

To  Hazel  Halsey,  AG 6  Exhibitions  Ltd,  Audit  House,  Field  End  Road, 
Eastcote,  Ruislip,  Middx  HA4  9LT 

Please  send  me  free  tickets  to  Shopex  International  '90  and 

Point  of  Sale  at  Shopex.  Also  hotel  details  please.     (Tick  box) 
For  speedy  return  please  send  SAE  (minimum  size  162  x  229mm) 
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RPSGB  COUNCIL 


Council  not  to  object  to  Boots' 
plan  for  GSL  self-selection 


The  Royal  Pharmaceutical 
Society's  Council  decided  at  this 
month's  meeting  not  to  object  to 
a  proposal  from  Boots  the 
Chemists  Ltd  to  introduce  self- 
selection  of  General  Sale  List 
medicines,  provided  that  no 
products  liable  to  abuse  were 
available  from  open  shelving  and 
that  the  possibility  of  medicines 
being  bought  from  untrained  staff 
was  reduced  to  an  absolute 
minimum. 

Boots  had  proposed  that,  in 
certain  stores,  GSL  medicines 
would  be  offered  for  sale  from 
gondola  shelves  placed  to  create  a 
'  'professional  area"  in  front  of  the 
prescription  reception  point  and 
medicines  counter.  This 
arrangement  would  inhibit 
passage  between  the 
"professional  area"  and  the 
remainder  of  the  store,  and 
customers  would  be  guided  to  a 
service  point,  manned  by  a  trained 
member  of  staff,  in  the  centre  of 
the  area.  Pharmacy  medicines 
would  continue  to  be  available  only 
through  staff  on  the  pharmacy 
counter. 

The  proposal  was  considered 
at  length  by  the  Ethics 
Committee,  which  re-affirmed  the 
Society's  view  that  medicines 
should  never  be  treated  like 
ordinary  articles  of  commerce, 
and  should  not  be  sold  in 
pharmacies  in  a  manner  similar  to 
that  adopted  in  supermarkets  and 
drug  stores.  However,  the 
Committee  acknowledged  that 
the  medicines  market  was  an 
increasingly  competitive  one,  as  a 
result  of  which  the  wording  of  the 
present  Code  of  Ethics  was 
becoming  impracticable. 

Council  agreed  to  accept  the 
Boots  proposals  provided  that  (a) 
medicines  capable  of  being  abused 
were  never  available  on  self- 
service;  (b)  that  the  arrangements 
minimised  the  possibility  of  GSL 
medicines  being  bought  from 
untrained  staff,  preferably  by 
directing  would-be  purchasers  to 
pay  at  the  central  point  manned  by 
a  trained  assistant;  and  (c)  that 
prominent  notices  instructed 
customers  that,  if  the  central  point 
was  unmanned,  purchases  should 
be  taken  to  the  pharmacy  counter. 

Council  noted  that,  subject  to 
point  (a) ,  there  would  no  longer  be 
any  GSL  medicines  on  or  behind 
the  medicines  counter,  which 
could  lead  to  a  tendency  for 
counter  staff  to  recommend 
mainly  pharmacy  medicines  in 
response  to  requests  for  advice  on 
symptoms.  It  was  agreed  that 
Boots  should  be  asked  to  continue 
to  remind  all  staff  of  the  need  to 


recommend  the  most  appropriate 
medicine  in  each  case,  whether 
GSL  or  P. 

It  was  also  agreed  that  the 
Council's  working  party  on  the 
Code  of  Ethics  should  be  asked  to 
consider  the  wording  of  paragraph 
1.8  of  the  guidance  notes  to  the 
Code,  which  currently  stated  that 
GSL  medicines  "should  not  be 
displayed  on  self-selection  where 
there  is  a  possibility  that  they 
might  be  obtained  without 
intervention  of  a  pharmacist  or  a 
suitably  trained  person". 
Action  on  needle  exchange  Council  has 
agreed  to  take  further  action  to 
stimulate  local  syringe  and  needle 
exchange  schemes. 

In  a  Parliamentary  written 
answer,  Roger  Freeman 
(Parliamentary  Under-Secretary 
for  Health)  referred  to  almost 
£15m  being  allocated  to  health 
authorities  to  expand  services  for 
drug  misusers  at  risk  of 
contracting  HIV  infection.  The 
Government  expected  that  some 
money  would  be  used  to  provide 
individual  sharps  containers  and 
for  providing  and  servicing  larger 
sharps  containers  sited  in 
pharmacies. 

The  Science  Committee 
understood  that  the  money  was 
available  to  regional  health 
authorities,  and  that  it  was  for 
district  health  authorities  to  make 
bids  by  proposing  projects.  As 
such  proposals  frequently  came 
through  local  drug  advisory 
committees  with  no  pharmacist  it 
was  important  to  publicise  the 
Parliamentary  answer. 

It  was  recommended  that  a 
letter  be  sent  to  district  and 
regional  pharmaceutical  officers, 


asking  them  to  stimulate 
community  pharmacy  based 
schemes,  and  that  the 
Pharmaceutical  Services 
Negotiating  Committee  should 
write  to  Local  Pharmaceutical 
Committees.  Discussions  would 
also  take  place  between  the 
Society's  Scottish  Department 
Executive  and  the  Pharmaceutical 
General  Council  (Scotland). 
Extended  role  Council  welcomed  the 
indication  given  by  the  Secretary 
of  State  for  Health,  Kenneth 
Clarke,  that  the  Government  was 
to  amend  the  NHS  and 
Community  Care  Bill  to  provide 
for  a  widening  of  the  scope  of  the 
definition  of  "pharmaceutical 
services ' '  within  the  NHS .  A  brief 
for  appropriate  MPs  would  be 
produced  on  behalf  of  the  Society 
and  all  other  bodies  connected 
with  community  pharmacy 
practice.  Arrangements  had  been 
made  for  the  Society  to  be  present 
at  the  report  stage  of  the  Bill  to 
give  advice  if  required. 
Medicines  disposal  Council  approved 
comments  on  a  draft  code  of 
practice  for  waste  holders  under 
the  new  Environmental 
Protection  Bill.  In  particular,  it 
was  agreed  that  assurances 
should  be  sought  that  pharmacists 
disposing  of  unwanted  medicines 
should  not  have  to  give  a  detailed 
description  of  every  item  to  be 
disposed  of.  Council  agreed  to 
write  to  the  Department  of  the 
Environment  requesting  that  a 
general  description  of  unwanted 
medicines  should  suffice. 
Objection  to  GSL  bisacodyl  Council 
agreed  that  the  Society  should 
object  strongly  to  Medicines 
Control  Agency  proposals  to  relax 


Patricia  Game,  medical  counter  assistant,  Savory  and  Moore,  BuiySt 
Edmunds  won  a  voucher  for  a  washer/dryer,  microwave  oven  and 
cordless  kettle  in  the  Merrell  Dow  Treasure  Chest  December  draw.  Also 
pictured  are  (left  to  right)  Patrick  Sheehan,  retail  sales  manager,  Peter 
Coe,  senior  sales  representative  and  Phillip  Sandal,  Savory  and  Moore 
manager 


control  on  the  sale  of  bisacodyl. 

On  the  CSM's 

recommendation,  it  was  proposed 
that  bisacodyl  tablets  should  be 
available  for  general  sale, 
provided  they  were  in  containers 
of  not  more  than  ten  tablets  and 
sold  only  for  adults  and  children 
over  ten  years.  Council  objected 
because  of  potential  abuse  and 
there  was  concern  that  small 
packs  could  be  banded  together 
and  sold  in  multiples,  as  had  been 
the  problem  with  aspirin  and 
paracetamol. 

Vet  medicines  licence  fees  Council 
agreed  that  objections  should  be 
made  to  the  Veterinary  Medicines 
Directorate's  proposals  for  heavy 
increases  in  licence  fees  for 
veterinary  medicines  (C&D  last 
week,  p345). 

Indemnity  insurance  Council  accepted 
a  recommendation  of  the  Hospital 
Pharmacists  Group  Committee 
that  the  insurance  premium  for 
the  Society's  professional 
indemnity  scheme  should  not  rise 
in  1990-91.  The  premium  would 
remain  at  £32.50.  Underwriters 
will  be  asked  to  draw  up  a  separate 
scheme  to  give  indefinite  cover  to 
all  retired  members  of  the  scheme 
to  provide  for  incidents  which  had 
occured  before  their  retirement. 
"Yellow  card"  trial  Council  welcomed 
proposals  for  a  two-year  pilot 
scheme  allowing  hospital 
pharmacists  within  one  NHS 
region  to  submit  "yellow  card" 
adverse  drug  reaction  reports  to 
the  CSM.  The  proposals  came 
from  the  chairman  of  the  CSM's 
subcommittee  on  safety,  efficacy 
and  adverse  reactions,  Professor 
M.  Rawlins. 

No-fault  liability  Council  agreed  that 
the  Society  should  support  EC 
proposals  for  a  no-fault  liability 
compensation  fund  for  health 
sector  workers  and  that  the  law 
department  should  produce  a 
briefing  document  for  circulation 
to  appropriate  MPs  before  the 
report  stage  of  the  NHS  Bill. 
DoH  post  continutes  The  Department 
of  Health  and  Community  Care 
says  that  the  post  of  chief 
pharmaceutical  officer  is  to 
continue,  though  with  changed 
responsibilities  arising  from  the 
setting  up  of  the  Medicines 
Control  Agency.  The  post-holder 
would  have  two  responsibilities: 
the  first  would  be  for  the  practice 
of  pharmacy  in  the  NHS,  in  which 
role  he  would  give  advice  to 
ministers;  the  second  would  be  as 
business  manager  for  inspection 
and  enforcement  within  the  MCA. 
In  addition  he  would  give  career 
advice  to  pharmacists  in  the 
Department. 
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Rhone- 
Poulenc  add 
Rorer 

Rhone-Poulenc  and  Rorer  have 
jointly  announced  a  formal 
agreement  under  which  the 
human  pharmaceutical  business  of 
Poulenc  will  be  combined  with 
Rorer  (see  C&D  Jan  27,  pl41). 
Under  the  terms  of  the  agreement 
Rhone-Poulenc  will  own  68  per 
cent  of  the  new  company  Rhone- 
Poulenc- Rorer  Inc. 

The  agreement  does  not 
include  Rhone-Poulenc's  other 
health  sector  businesses  such  as 
serums  and  vaccines,  veterinary 
medicines,  animal  nutrition  and 
their  interest  in  Roussel  Uclaf. 

The  first  stage  of  the 
agreement  has  Rhone-Poulenc 
buying  50.1  per  cent  of  Rorer's 
21.6  million  outstanding  common 
shares  for  a  cash  tender  offer  of 
$78  per  share. 

The  second  stage  of  this 
complex  agreement  involves 
Rorer  altering  the  terms  of  its 
articles  of  incorporation,  Rhone- 
Poulenc  acquiring  some  $1.6 
billion  of  financing  from  a 
consortium  of  banks,  and 
transferring  their  human 
pharmaceutical  business  to  Rorer. 
Rorer  will  then  issue  Rhone- 
Poulenc  with  some  67.3  million 
shares,  leaving  the  French 
company  with  68  per  cent  and 
effective  control  of  the  US 
business.  On  the  current 
timetable  Rhone-Poulenc  are 
expecting  the  transactions  will  be 
completed  by  the  end  of  June. 

The  new  company's 
headquarters  will  be  in  Fort 
Washington.  Though  Rhone- 
Poulenc  will  hold  majority 
representation  on  the  new  Rhone- 
Poulenc-Rorer  board  the  current 
Rorer  chairman  and  chief 
executive,  Robert  E.  Cawthorn, 
will  continue  in  the  same  role  in 
the  new  company.  The  deal  values 
Rorer  at  an  estimated  $3.2  billion, 
and  the  new  combined  company 
will  be  one  of  the  ten  largest  drug 
producers  in  the  world,  with  total 
sales  in  the  region  of  $3  billion. 


Reckitt  &  Colman  buy 
Whitehall  depilatories 


Reckitt  &  Colman  are  to  buy  the 
household  and  depilatory  business 
of  American  Home  Products, 
Boyle-Midway,  and  have  launched 
a  rights  issue  to  help  finance  the 
move.  At  the  same  time  they  have 
published  preliminary  results 
showing  an  increase  in  pre-tax 
profits  of  13.7  per  cent  on 
turnover  up  12.3  per  cent. 

Both  the  household  and 
depilatory  businesses  have  been 
controlled  in  the  UK  by  American 
Home  Product  subsidiary 
Whitehall  Laboratories.  The 
household  brands  include  Woolite, 
3-In-One  and  Topps,  and 
depilatories  are  marketed  under 
brand  names  such  as  Immac, 
Neet,  Melt  and  Snipp. 

Reckitt  &  Colman's  sales 
increased  from  £1,394. 04m  to 
£1,565. 75m  last  year  while  pre- 
tax profits  rose  from  £191 .28m  to 
£217. 40m.  Earnings  per  share 
increased  from  80.89p  to  94.17p, 
and  a  final  dividend  of  19.10p  a 
share  has  been  recommended,  up 
2.75p  on  1988. 


The  household  and  toiletry 
sector  of  the  business  contributed 
over  50  per  cent  to  both  sales  and 
trading  profit,  and  increased  by  14 
per  cent  over  the  year.  The 
pharmaceutical  part  of  the 
business  only  showed  a  6.1  per 
cent  increase  in  sales,  though 
trading  profit  was  up  by  a  healthy 
16.7  per  cent. 

The  acquisition  of  Boyle- 
Midway  from  American  Home 
Products  is  going  through  for 
around  $1 .25  billion  (£762m)  while 
a  successful  rights  issue  could 
raise  as  much  as  £200m.  The  rest 
is  to  be  covered  by  borrowings. 

The  rationale  for  the 
acquisition  is  that  it  would  make 
the  company  "one  third  of  the 
leading  household  product 
companies  in  the  world."  They 
argue  that  the  nature  of  Boyle- 
Midway's  product  range  is 
complementary  to  Reckitt  & 
Colman's,  and  at  the  same  time 
will  result  in  a  major  increase  in 
the  size  and  scope  of  their 
business  in  the  US  and  Europe. 


SB  announce  closures  in 
merger  rationalisation 


Smithkline  Beecham  have 
announced  the  closure  of  some  60 
facilities  including  seven  R&D 
sites  as  part  of  their  rationalisation 
programme  for  the  merged 
company.  At  the  same  time 
unaudited  final  results  show  an 
increase  in  pre-tax  profits  of  just  3 
per  cent,  largely  as  a  result  of 
interest  costs.  This  was  on  an 
increase  in  turnover  on  continuing 
operations  of  some  16  per  cent. 

Chief  executive  Bob  Bauman 
commented  that:  "disposals  had 
gone  well  except  for  cosmetics"; 
the  business  still  held  for  disposal 
include  cosmetics  —  which  Mr 
Bauman  admits  will  not  fetch  the 
price  first  expected  -  and 
Ambrosia,  Bovril  and  Marmite. 


In  terms  of  sector  per- 
formance, pharmaceuticals,  which 
represent  50  per  cent  of  the 
company's  business,  showed  with 
sales  and  profit  up  by  17  per  cent. 
Augmentin  and  Timentin  showed 
increased  sales  of  33  per  cent  and 
39  per  cent  respectively.  The 
recently  launched  Engerix-B  put 
on  126  per  cent. 

Cross-selling  is  already 
successfully  underway  in  the 
merged  company,  with 
Augmentin,  now  selling  in  the  UK, 
US  and  Japan  increasing  sales  by  1 
per  cent  in  the  past  2  months 
alone,  Tagamet  is  now  also  on  sale 
in  the  US  and  Japan. 

A  dividend  of  3.2  per  cent 
ordinary  share  has  been  declared. 


Losec  boosts 
Astra 

The  Astra  group's  results  for 
1989  show  an  increase  in  sales  of 
19  per  cent  and  earnings  up  23  per 
cent;  total  sales  for  the  Swedish 
group  rose  SKrl,179m  (£116m) 
to  SKr7,457m  (£735m),  and 
earnings  were  up  from 
SKrl,503m  (£148m)  to 
SKrl,846m  (£182m). 

Agents  for  gastro-intestinal 
diseases,  though  a  relatively 
minor  section  of  the  business, 
performed  especially  well  with 
sales  leaping  from  SKr204m 
(£20m)  to  SKr569m  (£56m) ,  a  rise 
of  some  179  per  cent.  Astra's 
sales  of  the  antipeptic  ulcer  agent 
Losec  alone  totalled  SKr380m 
(£37. 5m)  in  1989  against  SKr30m 
(£3m)  the  previous  year.  With  the 
drug's  introduction  to  the  West 
German,  French  and  Spanish 
markets  at  the  end  of  last  year  it  is 
now  selling  successfully  in  25 
national  markets.  In  the  markets 
where  it  was  first  launched, 
Sweden,  Holland  and  Switzerland, 
it  had  achieved  a  market  share  of 
around  20  per  cent  by  the  end  of 
last  year. 

However,  cardiovascular 
agents,  which  by  itself  represents 
27  per  cent  of  the  company's 
turnover,  increased  a  relatively 
modest  7  per  cent,  from 
SKrl,868m  (£184m)  to 
SKr2,008m  (£198m).  This  section 
of  the  business  includes  sales  of 
the  cardiovascular  agent  Seloken, 
the  company's  largest  selling 
product.  Its  sales  were  almost 
static,  rising  from  SKrl,307m 
(£128. 8m)  to  SKrl,310m 
(£129. 2m). 

The  board  of  directors  has 
proposed  a  dividend  of  SKr2.50 
(£0.24)  compared  with  SKr2.00 
(£0.20)  for  1988. 

Kabivitrum  Ltd  have  relocated  to  3 
Dukes  Meadow,  Millboard  Road, 
Bourne  End,  Bucks,  SL8  5XF. 
Tel:  0628  850300;  fax:  0628 
850160. 

Wallace  Manufacturing  Chemists  Ltd 

have  moved  offices  to  15 
Cochrane  Mews,  St  John's  Wood, 
London  NW8  6NY.  Tel:  01-722 
1067;  fax:  01-722  9166. 
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iacarthy  invest  £2m 
in  modernisation 


Macarthy  have  announced  a  £2m 
investment  programme  to 
modernise  the  manufacturing 
activities  currently  carried  out  at 
their  Chesham  House  site  near 
Romford. 

The  company  has  acquired 
leasehold  premises  adjoining  its 
Harold  Hill,  Essex  operation  with 
a  view  to  moving  the  Chesham 
House  activities  onto  the 
expanded  Harold  Hill  site. 
Currently  the  manufacture  of 
standard  sterile  products  and 
injectables,  OTCs  such  as 
Dentural  and  Medised,  and  some 
generics  takes  place  at  Chesham 
House.  It  also  houses  laboratory 
facilities. 

In  practice  this  will  involve 
moving     the     office  and 


warehousing  of  both  sites  into  the 
new  34,600  square  feet  of  new 
premises  and  expanding  the 
manufacturing  at  the  existing 
Harold  Hill  site  in  Ashton  Road. 
The  development  is  expected  to 
take  up  to  18  months. 

The  staff  will  all  relocate  to  the 
new  facility,  which  is  less  than  ten 
minutes  away  by  road.  Colin 
Warrilow,  divisional  managing 
director  of  the  company's 
manufacturing  division, 
commented:  "This  is  good  news 
for  us  as  it  allows  us  to  retain  our 
skills  base."  He  continued:  "The 
investment  programme  will 
provide  the  benefits  of  one-site 
operation  and  provide  a  modern 
facility  for  the  manufacture  of 
pharmaceutical  products." 


COMING  EVENTS 


Unichem  PMR 
symposium 

Unichem  and  John  Richardson 
Computers  GRC)  are  holding  a 
patient  medication  records 
symposium  at  Effingham  Park, 
Copthome,  at  10.30am  on  April  8. 

Among  the  areas  of  discussion 
are  "What  are  the  benefits  of 
patient  medication  records?", 
"What  are  the  legal  and  ethical 
considerations?"  as  well  as 
demonstrations  of  the 
Unichem/JRC  system. 

The  main  speakers  are  Dr 
Barry  Strickland-Hodge  of 
Medical  Information  Technology 
and  Training  Ltd  and  Aston 
University,  Dr  Alison  Blenktnsopp 
of  Bradford  University  and  Mr 
Anthony  Peel,  a  Unichem  regional 
committee  member.  The 
symposium  is  open  to  all  members 
from  Croydon  and  Chessington 
branches,  cost  £60. 

PSNI  lecture 

A  two  evening  course  on  '  'Advice 
and  treatment  for  foot  problems" 
will  be  held  on  March  20  and  27  at 
the  Royal  Arms  Hotel,  Omagh  at 
7.30pm.  Lecturers  are  Mrs 
Rosemary  Orr,  area  chiropodist, 
and  Dr  Terry  Maguire, 
community  pharmacy  research 
fellow,  Queen's  University, 
Belfast. 

Monday,  March  19 

Mid  Glamorgan  Branch,  RPSGB. 

The  Globe  Hotel,  Pontypridd,  at  8pm. 
"Current  trends  in  the  treatment  of 
cancer",  by  Dr  J.L.  Moore. 


Tuesday,  March  20 

South  Staffordshire  Branch, 
RPSGB.  Civic  Hall,  Lichfield,  at 
7.30pm.  "Tranquillisers  and 
antidepressants",  by  Professor  P.S.J. 
Spencer.  Buffet  available. 
Stirling  Branch,  RPSGB.  Hotel 
Cladhan,  Falkirk,  at  8pm.  "Sustained 
release " ,  by  Novel  Pharmaceuticals. 


Wednesday,  March  21 

Barking  Branch,  RPSGB.  The 

Academic  Centre,  Oldchurch  Hospital, 
Romford,  at  7.30pm.  "Cholesterol 
blood  monitoring  —  an  opportunity  for 
the  pharmacist",  by  David  Sharpe, 
member  of  Council. 
Mansfield  Branch.  RPSGB. 
Postgraduate  centre,  Mansfield 
General  Hospital,  at  7.3'0pm. 
"Monitoring  of  cholesterol  levels" ,  by 
Dr  K.  Lloyd  Mostyn,  consultant 
physician.  Buffet  available. 


Thursday,  March  22 

Bath  Branch,  RPSGB.  School  of 
Pharmacy  and  Pharmacology, 
University  of  Bath,  at  8pm.  "Stoma 
care  current  trends  and 
developments",  by  Sister  Shirley 
Allen. 

Bedfordshire  Branch,  RPSGB. 

Coach  and  Horses,  Barton  Le  Clay,  at 
8pm.  "Screening  for  heart  attack  risk 
factors;  the  pharmacist's  future  role", 
by  Dr  K.E.  Kendle. 
Dundee  Branch,  RPSGB.  Lecture 
Theatre  3,  Ninewells  Medical  School, 
at  7.45pm.  Joint  meeting  with  the 
BMA. 

Hull  Pharmacists'  Association. 

Postgraduate  centre,  Hull  Royal 
Infirmary,  at  7.45pm.  Joint  meeting 
with  the  local  section,  Royal  Society  of 
Chemistry.  "Indolines:  a, antagonists 
as  anti-diabetic  agents'',  by  Dr  J. 
Berge,  Beecham  Pharmaceuticals. 
Weald  of  Kent  Branch,  RPSGB. 
Meeting  cancelled. 
Wirral  Branch,  RPSGB. 
Postgraduate  centre.  Clatterbridge 
Hospital,  at  8pm. 


The  stock  market  has  displayed  considerable  uncertainty  in  the 
last  few  weeks  due  to  continuing  worries  concerning  the  world 
and  domestic  economies.  The  unsettled  conditions  have 
discouraged  investors  from  buying,  but  despite  the  gloomy 
economic  outlook,  interest  rate  fears  and  soaring  retail  sales, 
the  FTSE  100  has  shown  resilience. 

There  are  conflicting  views  about  the  prospects  for 
equities.  Kleinwort  Benson  Securities,  the  broker,  recently 
warned  that  share  prices  were  heading  for  a  sharp  correction 
with  the  Footsie  index  expected  to  fall  to  2000  in  the  next  few 
weeks,  but  so  far  this  has  failed  to  materialise. 

Rivals  UBS  Phillips  &  Drew,  however,  have  become  more 
bullish  and  see  a  strong  rise  by  June  and  thereafter. 

Against  this  background,  health  and  household  stocks  have 
reflected  the  trading  pattern  of  the  rest  of  the  market.  Rumours 
have  been  few  and  far  between,  but  one  favourite  has  popped 
up  again.  There  is  talk  that  Macarthy  may  soon  be  the  subject 
of  a  takeover  bid.  One  theory  is  that  a  West  German  company 
may  still  be  stalking,  but  others  point  the  finger  at  Lloyds 
Chemist. 

Reckitt  &  Colman  have  set  the  sector  buzzing  by 
announcing  a  proposed  takeover  of  Boyle-Midway  from 
American  Home  Products  for  $1 .25bn,  in  a  deal  which  will  be 
partly  financed  by  a  £200m  rights  issue.  Boyle-Midway  have 
been  in  Reckitt 's  sights  for  years. 

The  bid  has  been  reasonably  well  received  in  the  City  and  is 
regarded  as  a  logical  step  for  the  company.  The  move  was 
announced  as  Reckitt  reported  taxable  profits  of  £217. 4m  for 
last  year,  up  from  £191 .3m  in  1988. 

Glaxo,  which  reported  results  on  March  15,  were  expected 
by  analysts  to  produce  another  strong  profits  growth.  The 
market  was  looking  for  a  pre-tax  surplus  of  around  £550m  for 
last  year,  against  £460m.  However,  there  is  more  interest  in 
Glaxo 's  plans  to  counter  growing  competition  for  money 
spinner,  Zantac.  Astra  Merck  of  the  US  have  just  launched 
Losec  in  25  countries . 

Glaxo  have  just  received  approval  in  the  UK  and  France  for 
a  new  drug,  Zofran,  which  stops  vomiting  caused  by  anti  cancer 
treatments.  The  drug  is  estimated  to  have  a  sales  potential  of 
about  £100m  a  year  and  is  the  first  of  four  compounds  being 
brought  for  approval  by  Glaxo  this  year. 


Kodak  and  Nashua  buy 
Hedley  Taylor 


Hedley  Taylor  pic  have  been 
bought  out  by  Kodak  and  Nashua. 
Nashua  have  taken  over  the 
company's  mail  order  business 
while  Kodak  have  acquired  the 
remainder,  which  provides  a 
wholesale  photofinishing  service 
to  retailers. 

Nashua  have  indicated  that 
they  intend  to  process  the 
additional  volume  of  business  at 
the  photofinishing  plant  operated 
by  Hedley  Taylor  in  Shropshire. 
Meanwhile,  they  will  operate 
separately  their  existing  film 
processing  facility  in  Newton 


Abbott. 

Kodak  have  added  their  part  o 
Hedley  Taylor's  business,  which] 
includes  laboratories  at  Glasgow 
Rugeley,  Northampton,  Reading: 
and  Wimbledon,  to  their  Kodak] 
subsidiary  photofinishing 
business.  "It  does  not  represent 
a  tremendous  increase  in  the 
volume  of  the  business,"  savid  a 
Kodak  spokesman.  The  company! 
has  no  present  plans  to  integrate! 
the  Hedley  Taylor  assets  into  its 
existing  photofinishing  business.] 
but  will  continue  to  operate  then] 
as  a  separate  subsidiary. 
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Benn  Publications,  Sovereign  Way,  Tonbridge,  Kent  TN9  1RW. 

Tel  Tonbridge  (0732)  364422.  Telex  95132.  Fax:  (0732)  361534 
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APPOINTMENTS 


HUMANA  HOSPITAL  WELLINGTON 

Wellington  Place,  London  NW8 

TECHNICIANS 
GRADE  MTO  2 
Salary  C  £10,000  p.a. 

ARE  YOU  LOOKING  FOR  A  CAREER  MOVE? 

We  are  looking  for  enthusiastic,  motivated  technicians  to  join 
our  Pharmacy  team.  Previous  Hospital  experience  is  not 
essential  as  we  are  willing  to  train  you  in  Hospital  Pharmacy. 

Our  technicians  work  closely  with  the  Pharmacists  on  the 
wards,  are  involved  in  the  production  of  unit  dose  pre-packs 
and  provide  a  support  service  to  all  wards  and  departments. 

The  Pharmacy  Department  is  fully  computerised  and  has 
excellent  aseptic  facilities. 

We  are  the  largest  Private  Hospital  in  the  UK  and  specialise  in 
major  Cardiac  Surgery,  Obstetrics,  SCBU,  IVF,  Neurology 
and  Orthopaedics. 

The  Hospital  offers  a  37  V2  hour  week  which  includes 
weekend  working  on  a  rota  basis,  an  excellent  benefit 
package  and  working  conditions. 

Please  write  to  or  telephone  the  Personnel  Dept.  for  an 
application  form  on  01-586  5959  ext.  2710/2706.  For 
further  information  telephone  Eileen  Brown,  Head  Pharmacist 
on  01 -586  5959  ext.  3861. 


Experienced  Generic  AGENT 
requires  an  agency  for 

GENERICS  preferably  from  a 
MANUFACTURER. 

Please  reply  to 

BOX  C&D  3359 


SOUTHAMPTON  AND  SOUTH  WEST 
HAMPSHIRE  HEALTH  AUTHORITY 


SOUTHAMPTON  GENERAL  HOSPITAL 

PHARMACY  TECHNICIANS 

(MT01/2) 

Two  certificated  technicians  required.  Duties  on 
rotation  include  in-  and  outpatient  dispensing, 
distribution,  non-sterile  manufacturing  and  aseptic 
dispensing. 

Salary  scale:  £6,751 -£10,808 

Further  information,  job  description  and 
application  form  from:  Mr  D.A.  Bowen,  District 
Pharmacy  Manager,  Pharmacy  Department, 
Southampton  General  Hospital,  Southampton, 
S09  4XY.  Tel:  (0703)  777222.  Ext.  4160. 
Closing  Date:  30  March  1990. 

WORKING  TOWARDS  EQUAL  OPPORTUNITIES 
This  Authority  operates  a  no-smoking  policy. 


MOSS  CHEMISTS 

A  RAPIDLY  KXPANDIM,  COMPANY  WITH  83 
BRANCHES  THROUGHOUT  (,T.  BRITAIN  require  a 

SALES  DEVELOPMENT  MANAGER 

uccessful  applicant  will  be  an  integral  part  of  the  Buying  & 
. et i ng  team  directly  responsible  to  the  Marketing  Director 
Responsibilities  include  — 
★  Instore  merchandising 
★  Design  &  implementation  of  layouts  and  merchandising  for 
new  and  existing  bra  nches 
*  Overall  control  of  windows  and  window  dressers 
★  Merchandising  training  for  branch  staff 
Salary  package  includes  a  Company  car  ,  P  P  P  pension  scheme 
and  incentive  bonus 

Apply  in  writing,  together  with  a  C  V  to  — 


The  s 
Marketing 


MOSS 

CHEMISTS  as 


Mr.  P.  I  .  Hun  e>  , 
Marketing  Director, 
Moss  (  hcmisls. 
Fern  Grove,  Feltham, 
\  I  \\  !4<>UI). 
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AGENTS 


LABELLING  SYSTEMS 


AGENTS  WANTED 

NORTH  EAST  -  EAST  AIMGLIA  -  MIDLANDS 
&  SOUTH  WEST  AREAS. 

We  are  looking  for  commission  agents  to  handle  our 
Inverness  Ear  Piercing  products  within  the  growing 
Pharmacy  trade  sector  of  our  business. 

For  further  details  ring  Martin  Roberts  on:- 

FREEPHONE  0800  525307 

Inverness  (UK)  Limited,  21  Broadway,  Maidenhead, 
Berkshire. 


AGENTS  REQUIRED 

Agents  required  for  newly  developed  unique  natural 
products  to  be  sold  in  health  food  stores  and  related  retail 
and  wholesale  outlets. 
Applications  for  whole  or  part  of  UK  please  contact:- 
Gretton  Consultants  Ltd,  7  Springfield 
Industrial  Estate,  Burnham-on-Crouch, 
Essex  CMO  8TF.  Tel:  0621-785163 


ANNOUNCEMENTS 


THE  TRADE  MARKS  SET  OUT  BELOW  WERE  ASSIGNED  ON 
20TH  SEPTEMBER  1988  TO  WESTMINSTER 

LABORATORIES  LIMITED,  P.O..  101  22,  BDANSOM  LANE, 
HULL  HU8  70S 

FROM  HOMMEL  SOCIETE  ANONYME,  ADUSWIL,  ZURICH, 
SWITZERLAND 

WITHOUT  THE  GOODWILL  OF  THE  BUSINESS  IN  THE 
GOODS  FOR  WHICH  THE  TRADE  MARKS  ARE  REGISTERED 


NUMBER  MARK 

1069744       DR  HOMMEL'S 
HAEMATOGEN 


414195 


329589 


DR  HOMMEL'S 
HAEMATOGEN 

DEVICE  ONLY 


238860 


DR.  MED.  AD.  HOMMEL'S 
HAEMOGLOBINUM 
DEPURATUM 
HAMATOGEN 
STERILISATUM  LIQUIDUM 


GOODS 

MEDICAL  PREPARATIONS 
AND  SUBSTANCES  ALL 
FOR  HUMAN  USE 

A  MEDICINAL 
PREPARATION  FOR 
HUMAN  USE. 

HAEMATOGEN,  BEING  A 
MEDICINAL  PREPARATION 
FOR  HUMAN  USE,  AND 
PREPARATIONS  OF 
HAEMAGOBLIN,  BEING 
MEDICINES  FOR  HUMAN 
USE. 

A  MEDICINE  (BLOOD 
TONIC)  FOR  HUMAN  USE. 


PMR  LABELLING  SYSTEMS 


i 


A  FULL  RANGE  OF  P  C  BASED  LABELLING  SYSTEMS 
■  Faster    ■  Easier  to  use    ■  Full  Drug  interaction 
I  Full_  BNF  Warning    ■  Direct  order  entry 

FREE  VIDEO  CASSETTE  AVAILABLE 


Contact  David  Coleman  or 
Mike  Sprince  MR  Pharm  S 
tor  a  demonstration  or  trial 
PARK  SYSTEMS  LTD 
6  Vulcan  Street 
Liverpool  L3  7BG 


051-298  2233  A 


THE  ONLY  NPA  RECOMMENDED  COMPUTER  LABEL  SYSTEM 


m 


OR  A  LABEL  PC 

The  Ultimate  in  pharmacy  systems. 


*  Versatile,  uncomplicated  labelling. 

*  Quickly  updated  patient  records. 

*  Full  BNF  warnings.  *  Latin  dosages. 

*  Unique  "owings  book"  facility. 

*  Complete  systems  or  software  only . 

For  leafiets  or  a  demonstration,  phone  or  write 


Computer  Systems  Limited 


Village  Workshops,  Prestwich,  Manchester,  M25  8WB 
Tel:  061  773  7909 


SHADOW  LABELLING 


SHADOW  PLUS  X19995 


PATIENT  RECORDS  / 29995 


PATIENT  RECORDS  PLUS  /  39995 


SHADOW  CONTROL  DOSAGE 


SHADOW  HOSPITAL  /24995 


COMPLETE  PATIENT  RECORDS  SYSTEM 


lor  your  nursing  home  business! 


1,395 


SOFT 

a  division  of  Image  Mjcro  Systems  Lid 


■27  Waterloo  Place 
Leamington  Spa 
CV32  SLA 
0926: 33648S 


.hardware  h  software 


i02/90i 


John  Richardson 
Computer!  Ltd 


*►  In  Pharmacy  Labelling 
In  Auto-order  Stock  Control 
►  In  Customer  Service 
In  Ongoing  Development 

For  Accurate  and  Reliable  Drug  Interactions  and  Patient  Records 

FREEPOST,  Preston  PR5  6BR  Telephone:  (0772)  323763 
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EQUIPMENT  WANTED 


WANTED  KL8 
OR  BETTER 

TABLET  COUNTERS 
PLEASE  RING 
0254  395253 


SHOPFITTINGS 


I  ^f'  A  member  ol  the 

TIMBER  TAILORS 
I  //     |  trroup  nl  companies 


HAVE THE ANSWER 

offering  a  complete 
interior  design  and 
shopfitting  service. 
ZAF  LIMITED 

Radford  Court,  Ilkeston  Road, 
Nottingham  NG7  3HD 

Telephone 
0602  780808 


C-R-E-S-C-E-N-T 

INSTALLATIONS  LTD 


RETAIL  DESIGN  •  SHOPFITTING 

SPECIALISTS  IN  PHARMACY 
SHOPFITTING  AND  REFURBISHMENT 

162  ENTERPRISE  COURT, 
EASTWAYS,  WITH  AM ,  ESSEX,  CM8  3YN 
TELEPHONE:  0376  51  5556 


L  I  NE 


LUXLIIME 

the  specialists  in  pharmacy  shopfitting  design  and 
construction 

8  Commerce  Wav,  Leighton  Buzzard,  Bedfordshire 
Telephone:  (0525)  381356;  Fax:  (0525)  382761 


aApeils  Systems  Ltd 


Umdasch 

Fama 


Unit  P,  Kingsway  Trading  Estate 
Kingsway,  Luton,  Beds  LU1  1  LP 
Telephone  Luton  (0582)  4571 1 1 


w 

Approved 

■I  NATIONAL 
NA3  ASSOCIATION 
mm  SHOPFTTTERS 


Shopfitting  styles 
for  modern  selling 

*  Competitive  prices 

★  Attractive  designs         ★  Dispensary  fittings 

★  Unsurpassed  quality       ★  Incredible  space  saving 


Webb  Shopfitters  Ltd 

offer  the  following  services 
Shelving,  Display  Fittings,  Made  to  Measure  Counters  and  Showcases,  Card  Units, 
Suspended  Ceilings,  Floors,  Fronts,  Shutters.  All  types  of  Signs,  Decorative  and 
Modernisation  Works.  The  Complete  Shopfitting  Service. 
For  a  fast  reliable  competitive  job  telephone 
PAUL  WEBB  ON  HIGH  WYCOMBE  0494-716516 
24  HOUR  ANSWER  SERVICE 


PRODUCTS  &  SERVICES 


SCREENS!  ARTS 
LIMITED 

SILK  SCREEN 
PRINTERS 

Quality  silk  screen  printing  on  all  types  of  bottles, 

caps,  tubes,  cans  etc.,  point-of-sale  material, 
laminates  and  plastics.  Single  or  multiple  colours. 

$  FAST  SERVICE 

•  QUANTITIES  LARGE  OR  SMALL 

•  TOP  CLASS  PRINTING 

•  ART  WORK  AND  DESIGN 
DEVELOPMENT  SERVICE 

9  Garman  Road,  London  N17  0UR 
Tel:  01-801  3171  Fax:  01  885  2955 


(Ancillary  Senices  for  Chemists  and  Minilabs) 

*  Colour  Negative  Enlarging         *  Copy  Negatives 

*  Transparency  Enlarging  *  Other  Services  Available 
Transparencies  from  Negatives   %  First  Class  FREEPOST  Service 

Contact  Dave  Chapman  on  01-903-1420 


HEMIST  &  DRUGGIST  17  MARCH  1990 


419 


STOCK  FOR  SALE 


PRICE  LABELS  —  FAST 

MOST  POPULAR  SIZES.  QUALITY  PRODUCTS. 


Plain 


21x12       Box  of  50,000  labels, 
White  or  Coloured 
Plain  or  Stock 
PR-Prints 


£35.00  per  box  +  VAT 
26x12  POST  FREE 


Special  offer  —  Buy  3  Boxes  Price  Labeller  Free 


kj — 
your  name 


Printed 


YOUR  NAME 


21x12       Box  of  50,000  labels, 
White  or  Coloured 
Printed  with  your 
name  etc 


£48.00  per  box  +  VAT 
26x12  POST  FREE 


Special  offer  —  Buy  3  Boxes  Price  Labeller  Free 

DISPENSING  LABELS  ALSO  AVAILABLE 

SPECIAL 

15% 
DISCOUNT 

STOCKS  LIMITED 

ON  ABOVE  ITEMS 
TO  ALL  CHEMIST  &  DRUGGIST 
CUSTOMERS 

CALL  0282  58701  NOW!! 


EXPRESS  LABEL  CO  LTD 
290  Briercliffe  Road,  Lanehead, 
■■H  Burnley,  Lanes 

i&kis  Tel:  (0282)  58701 


E 


URIMPHARM  LTD 


OUR  EEC  IMPORTED 
PHARMACEUTICALS 

*  CAREFULLY  SELECTED 
RANGE  OF  PRODUCTS 

*  PRODUCT  LIABILITY 
INSURANCE 

*  OUR  OWN  'EEC  QUALIFIED 
PERSON  TO  SUPERVISE 
QUALITY  CONTROL 

*  DISTRIBUTION 
THROUGHOUT  UK 

*  ONE  OF  THE  LARGEST 
PURCHASERS  OF  Pi's  IN 
EUROPE 

*  HELPFUL  ADVICE  GIVEN  TO 
UPDATE  THE  PHARMACIST 

*  COMPETITIVE  PRICES  AND 
REGULAR  MONTHLY  OFFERS 

...  MEMBER  OF  THE 
ASSOCIATION  OF 
PHARMACEUTICAL 
IMPORTERS 

FOR  ANY  ADVICE,  QUERIES.  FORWARD  PLANNING,  QUOTES  OR  A  PRICE 
LIST  CONTACT:  MERVYN  GREEN  MPS 


URIMPHARM  LTD 

UNIT  A6, 83  COPERS  COPE  ROAD, 
BECKENHAM. KENT,  BR3 1NR. 
TELEPHONE:  01-658  2255 
TELEX:  263832;  FAX:  01-658  8680 
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As  more  and  more  retailers  have  realised  A  &  G  Imports  can  offer  one  of  the  most  i 
comprehensive  ranges  of  Fine  French  Fragrance  in  the  U.K. 

In  an  area  now  accounting  for  an  increasingly  high  percentage  of  sales  in  rets  i!  pharmacy,  I 
we  endeavour  to  offer  all  the  advantages  of  handling  the  agency  lines  without  the  many  1 
restrictions  manufacturers  may  impose. 

If  you  would  like  further  information  on  how  you  can  benefit  from  being  supplied  by  A  &  G  1 
Imports  or  would  like  a  visit  from  one  of  our  Salesmen  please  phone:  0628  810404. 

Distributors  of  Fine  French  Fragrances 


BUY  SIX  OF  ANY  OF  THE  PRODUCTS  BELOW  AND  RECEIVE  AN  EXTRA  ONE  FREE 


QUORUM 

50ml  Aftershave 

Ref.  041340 

RSP  14.00  Cost  9.80 

Qty 

LACE 

50g  EDC  Spray 
Ref.  3744 

RSP 7. 15  Cost  5.01 

Qty 

EAU  SAUVAGE 

50ml  Aftershave 

Ref.CD5712 

RSP  15.50  Cost  10.85 

Qty 

ARAMIS 

60ml  EDC  Spray 

Ref.  A2015 

RSP  20.00  Cost  15.00 

Qty 

ARAMIS  900 

50ml  Aftershave 

Ref.  A3115 

RSP  15.00  Cost  11.25 

Q'y 

YSATIS 

50ml  EDT 
Ref.  G4225 
RSP  24. 00  Cost  16.80 

Qty 

DEVIN 

50ml  Aftershave 

Ref.  A2923 

RSP  15.00  Cost 11.25 

Qty 

DIORESSENCE 

r—  r\        1   T~~\  TVT1  O 

50ml  EDT  Spray 

Ref.  CD6022/9 

RSP 28.00  Cost  19.60 

Qty 

DRAKKARNOIR 

50ml  Aftershave  Spray 
Ref.  GL648330 
RSP  16.50  Cost  11.55 

Qty 

BLUE  GRASS 

30g  EDP  Spray 
Ref.  ADO  123397 
RSP 7. 50  Cost  5.25 

Qty 

POISON 

50ml  EDT 

Ref.  CD6302 

RSP  28.00  Cost  19.60 

Qty 

ESTEE 

14g  EDP  Spray 
Ref.  L4119 

RSP  13.50  Cost  10.80 

Qty 

POLO 

50ml  EDT  Spray 

Ref.  C49200 

RSP  21.50  Cost  15.05 

Qty 

FENDI 

50ml  EDT 
Ref.  F2861 

RSP  27. 00  Cost 17.50 

Qty 

PRIVATE  COLLECTION 

50g  EDP  Spray 
Ref.  L7524 

RSP 40.00  Cost  32.00 

Qty 

ANAIS  ANAIS 

50ml  EDT  Spray 
Ref.  C340 

RSP  2 1.00  Cost  14.70 

Qty 

L'AIR  DU  TEMPS 

75ml  EDT  Natural  Spray 

Ref.  NRB608 

RSP  27. 50  Cost  19.25 

Qty 

PACO 

100ml  Aftershave  Nat.  Spray 
Ref.  P2234 

RSP  21. 50  Cost  15.05 

Qty 

PASSION 

44ml  EDT  Spray 

Ref.  P2 1000 

RSP 23.00  Cost  16.10 

Qty 

XERYUS 

50ml  Aftershave 

Ref.  G0435 

RSP  15.15  Cost  11.00 

Qty 

PALOMA  PICASSO 

30ml  EDP  Spray 
Ref.  PP5231 
RSP25.00  Cost  17.50 

Qty 

JE  REVIEN 

60ml  PDT  Spray 

Ref.  W1500 

RSP  16.50  Cost  5.95 

Qty 

GIORGIO 

90ml  EDC  Spray 

Ref.  GBH033 

RSP  44.00  Cost  33.00 

Qty 

O  DE  LANCOME 

75ml  EDT  Spray 
Ref.  LC586321 
RSP  14.00  Cost  9.80 

Qty 

This  list  is  in  addition  to  any  promotions  currently  available  from  A  &  G  Imports. 

A  &  G  Imports  Limited 

Unit  11,  Treadaway  Technical  Centre,  Treadaway  Hill,  Loudwater,  High  Wycombe,  Buckinghamshire  HP10  9RS 
Telephone:  (0628)810404   Telex:  846901  AND  G    Fax:  (06281  810225 

Terms  &  Conditions 

1  A  delivery  charge  of  15  110  will  he  made  on  all  orders  supplied  under  C200  I  VAT  6   All  orders  subject  to  availability  -  no  to  follow' 

2  All  orders  will  he  confirmed  by  telephone  before  shipment  7   Due  to  price  changes  made  bv  manufacturers  we  reserve  the  ri^'ht  to  change 

3  Payment  strictly  C  O  I)  prices  staled 

4  All  claims  to  he  made  within  5  days  of  receipt  ot  goods  H  The  (,'oods  remain  the  properly  of  A  &  G  Imports  Limited  until  payment  i- 

5.  We  reserve  the  ri([hl  to  limit  quantities  received  in  full  and  we  reserve  the  right  to  uplift  (,'oods  in  the  event  of  non  payment 


Name 

Address 

TpI  No 
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ABOUT  PB  PLE 


Pharmacists  aim  for  Busman's  Holiday 


Three  Boots  pharmacists  are 
hoping  to  put  their  best  foot 
forward  for  the  new  series  of 
Busman's  Holiday.  Taking  part  in 
Granada's  travel  and  geography 
quiz  show  are  David  Sykes  from 
Sutton  Coldfield,  Dominic  Hegan 
from  Litchfield  and  Nick  Atkinson 
from  Sheffield. 

They  will  be  battling  it  out 
against  cider  makers  and 
lifeboatmen  in  the  show  which  will 
be  seen  on  May  2  at  7pm.  If  they 
win,  they  have  the  chance  of  being 
sent  on  a  holiday  anywhere  in  the 
world. 

We  all  do  much  the  same  job, 
making  up  prescriptions  and 
dealing  with  inquiries  from  the 
public  who  often  use  us  as  their 
first  port  of  call  before  they  go  to 
the  doctors.  We  would  all  like  to 
go  somewhere  in  the  Far  East 
because  of  its  vast  history  in  the 
field  of  medicine,"  says  David. 


PHARMACISTS 


Busman's  Holiday  presenter,  Sarah  Kennedy,  is  pictured  with  the 
pharmacists,  (left  to  right)  Nick  Atkinson,  David  Sykes  and  Dominic 
Hegan ,  who  will  be  appearing  on  the  show  on  May  2  at  7pm 


Busman's  Holiday  is  hosted  by 
TV  presenter  Sarah  Kennedy, 
and  regularly  attracts  audiences  of 


more  than  14  million  viewers. 
Series  six  of  the  quiz  show  starts 
on  April  25  for  a  13  week  run. 


Egypt  fire 
fund 

A  fund  has  been  started  for  th; 
three  young  children  of  two  of  th 
three  journalists  who  lost  the] 
lives  in  the  Cairo  Heliopolij 
Sheraton  Hotel  fire  on  March  1 1 

Friends  and  colleagues  in  th 
industry  of  Jackie  Moore,  Jam| 
Parker  and  Sally  Tate-Gilder,  wh| 
wish  to  make  a  contribution  to  thl 
fund,  should  make  cheque 
payable  to  "Cairo  Fire'' 
children's  fund,  and  send  them  t 
National  Westminster  Bank  pl< 
St  Johns  Wood  Station  Branch,  I 
Finchley  Road,  London  NWj 
6EE.  The  money  will  go  toward 
day-to-day  expenses  such  a 
nannies. 

Other  fund  raising  events  wi 
be  conducted  by  M.W.  Publicity 
who  can  be  contacted  on  01-28; 


Joyce  Padmore,  former  president  of  the  Association  of  Pharmacy 
Technicians,  outside  Buckingham  Palace  after  the  investiture  for  her 
MBE  award  last  Tuesday.  With  her  are  her  mother,  Mrs  Gladys 
Preston  (right),  and  the  current  APT  president  Miss  Alwyn  Evans 


APPOINTMENTS 


Sir  Bernard  Tomlinson  has  been 
appointed  to  the  Royal 
Pharmaceutical  Society's  Council 
as  a  Privy  Council  nominee 
member.  He  is  currently  chairman 
of  the  Northern  Regional  Health 
Authority,  where  he  is  due  to 
complete  his  term  of  office  in  July. 

Sir  Bernard  succeeds  Mrs 
Margaret  Puxon,  who  is  retiring 
from  the  Council  after  serving 
continuously  since  1975.  Lord 
Peston  and  Dr  Evans  have  been 
reappointed  as  Privy  Council 
nominees  until  March  31, 1993. 

NPfi  NortSi  Metropolitan  Branch:  David 
Kent  is  the  new  secretary.  His 
appointment  follows  the 
retirement  of  Mr  John  Tombs, 
who  for  many  years  had  been  an 
NPA  branch  official,  originally  for 
the  Enfield  NPU  Branch  and  since 
1977  for  the  North  Metropolitan. 
Winthrop  Pharmaceuticals  have 
appointed  Margaret  Harvey  as 
product  group  manager.  She  will 
have  responsibility  for  brands 
such  as  Panadol,  Solpadeine  and 
Panadeine. 

Macarthy  pic  have  appointed 
Deborah  Driscoll  as  marketing 
assistant;  she  will  report  to 


business  development  directoi 
David  A.  Wood,  MRPharmS.  Iij 
here  new  role  she  will  assist  the! 
development  of  Macarthy 
services  and  product  ranges. 
Booker  Nutritional  Products  have 
appointed  David  Adams  as  sales 
and  marketing  directoiJ 
responsible  for  all  UK  retail 
supplement  brands  and  private 
label,  as  well  as  mail  order  anc 
practitioner  sales.  He  was 
previously  managing  director  o| 
'  BNP's  mail  order  subsidiary.  Anq 
Carol  Roberts  has  been  appointee 
brand  manager  responsible  foi) 
Heath  and  Heather,  American 
Nutrition,  and  Seatone.  She  was 
previously  at  Smithkline 
Beecham. 

R  P  Scherer  Ltd  have  appointed  Nige 
Day  to  oversee  internal 
organisation  and  strategic 
planning  at  the  company's 
German  headquarters  in[ 
Eberbach,  Baden  from  March  31.] 
■  A  gremlin  got  onto  the  People! 
page  last  week.  Dr  Pam  Masor1 
has  joined  the  NPA's  training! 
department  as  we  said  in  theT 
story,  not  Watson  as  our  caption 
had  it. 


Typesetting  and  graphics  by  Magset  Ltd,  Sidcup,  Kent.  Printed  by  Riverside  Press  Ltd,  Whitstable,  Kent.  Published  by  Benn  Publications  Ltd,  Sovereign  Way,  Tonbridge,  Kent  TN9  1RW1 
Registered  at  the  Post  Office  as  a  Newspaper  21/19/24s  Contents  ©  Benn  Publications  Ltd  1990.  All  rights  reserved.  No  part  of  this  publication  may  be  reproduced,  stored  in  a  retrieval  system  or  transmitted  inl 
any  form  or  by  any  means,  electronic,  mechanical,  photocopying,  recording  or  otherwise  without  the  prior  permission  of  Benn  Publications.  Benn  Publications  Ltd  may  pass  suitable  reader  addresses  to  other  relevant 
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422 


CHEMIST  &  DRUGGIST  17  MARCH  199( 


Professional  look      Professional  Service 


It  takes  3  minutes  you  charge  £15 

it's  good  business 


More  and  more  people  are  turning  to 
their  chemist  for  ear  piercing. 

The  reason  is  simple  -  confidence. 
It's  a  personal  service  and  most  people 
feel  secure  in  the  hands  of  a 
professional  working  in  a  clinical 
environment. 

Similarly  those  who  know  the  service 
feel  more  confident  with  the  Inverness 
System  which  is  universally  considered 
the  best. 

The  Inverness  System  is  fast, 
comfortable  and  totally  without 
risk,  you  or  anyone  in  your 
pharmacy  can  easily  perform  the 
Service  in  under  5  minutes 
without  any  discomfort  to  the 
customer  whatsoever  and 
it's  profitable. 


up  to  £25  it  is  proving  a  worthwhile 
addition  to  their  business. 

Inverness  is  the  world's  leading  ear 
piercing  system  manufacturer.  You  can 
be  assured  of  the  fullest  support, 
including  attractive  point-of-sale  display 
and  next  day  despatch  of  stock. 

If  you're  new  to  ear  piercing  and 
would  like  to  know  just  how  easy  and 


profitable  the  service  can  be,  just  pick 
up  the  'phone  and  call  us  FREE  on 
0800  525307 

POST  THE  COUPON  NOW  AND  TAKE 

ADVANTAGE  OF  OUR  NEW 
CUSTOMER  GET  YOU  STARTED  PACK' 
r  1 

I  Send  me  full  details  by  return  please. 


THE  WORLD'S  LEADING  SYSTEM 


EAR  PIERCING 


To:  Inverness  UK  Ltd.,  21  Broadway, 
Maidenhead,  Berks  SL6  UK. 
Tel:  (0628)776217 


Name 


Company 
Address  . 


Fully  Approved 

The  Inverness  System  is 
Health  Authority  approved  as 
being  100%  sterile  before, 
during  and  after  the  piercing.  All 
items  that  come  into  contact 
with  the  customer  are  disposable 
so  there  is  no  system 
preparation  necessary  -  it  really 
is  fast  and  convenient. 

Many  chemists  already  find  offering 
the  Inverness  Service  is  extremely 
profitable.  It  costs  very  little  to  start 
up  and  with  piercing  being  charged  at 


Tel  

1    I  New  Customer 


I    1  Existin 


CD  17/3/90 

g  Customer 

The  Inverness  System  is  supplied  complete,  no 
training  is  necessary  although  full  instructions  are 
provided.  Counselling  can  he  provided  if  requested 
Inverness  offer  the  largest  selection  of  fashionable 
piercing  earrings  in  the  retail  price  range  of  £5-£25 
together  with  full  Point  of  Sale'  support  to  enable 
you  to  maximise  the  effectiveness  of  your  New  Service. 


WHEN 
BILL  THOMAS 
HAD  A 
DIFFICULT 
CUSTOMER, 
HE  TURNED 
TO  US. 


LINK 

PHARMACY 

s  r  S  T  E  u  s 


HILLCROSS 
GENERICS 


HEALTH  CADE 

 CKNTOE  

STAT1M 

FINANCE  LTD 


After  15  years  as  a  pharmacisH 
Barton,  Bill  Thomas  is  usedti 
dealing  with  all  manner  of  peol 
and  problems.  But  one  day  I 
spring  there  was  one  problem  t] 
had  even  Bill  flummoxed. 
A  farmer  telephoned  his;  stl 
saying  that  he  had  a  new-b 
lamb  that  had  been  rejected 
its  mother.  He  was  having  so! 
trouble  feeding  it  and  wantec 
know  if  Bill  had  any  suggestion 
Bill  had  to  admit  that,  for  once 
didn't.  Then  remembering 
AAH  Healthcare  Centre  in  Kir 
wmford  and  their  range  of  spec 
ist  medical  aids,  he  decided! 
see  if  they  had  any  ideas. 
They  did.  After  much  thought 
consideration,  they  recommen 
a  special  sized  catheter  to  do 
job.  Bill  received  the  catheter 
very  day  and  was  more  t 
pleased  to  deliver  it  to  the  f 
himself. 

An  exceptional  case?  Maybe 
it's  just  one  of  the  many  exami 
of  how  the  AAH  Healthcare  Ce 
is  helping  Britain's  pharmacist^ 
help  their  customers.  And 
Healthcare  Centre  is  just  on^ 
the  many  services  that  the 
group  offer. 

We  know  we  hold  your  reputa 
in    our    hands    and  that's 
responsibility  we  take  serioi 
All  day,  every  day,  our  people  ! 
out  of  their  way  to  provide 
with  support  and  back-up  th§ 
second  to  none. 
Call  your  local  AAH  Manager  tdj 
and  we'll  prove  it. 
This  advertisement  is  based 
real  people  and  events.  For 
sake  of  confidentiality,  names 
locations  have  been  changed. 


PHARMACEUTICAl 
LIMITED 

We're  always  thei 
we  always  care. 


Effervescent 

The  First  Vitamin  B  Group 
in  an  effervescent  form 


•  Formulation  superior  to  all  major 

brands 

•  The  only  brand  with  all  the  vitamins 
associated  with  the  relief  of  stress 

B  vitamins  •  Vitamin  C. 

•  Sparkling  tropical  drink 
presentation  preferred  by 

consumers 

•  Flavour,  taste,  colour,  sweetness 
and  naturalness  favoured  by 

consumers* 


*  Independent  Research 


^ROCHE^)  The  Vitamin  Experts 

BEROCCA  =  Trade  Mark       ©  Copyright  Roche  1989 


A  CHEMIST  &  DRUGGIST  SUPPLEMENT 


Garlic  as  a  medicine 


Helfex  —  coming  shortly 


9 
12 


A  fishy  diet  improves  prognosis  after  heart  attack 


Roche  take  the  pan-European  approach 


15 

~23 
~28 

~U> 
"33 
~34 


Larkhall  still  working  to  crack  the  pharmacy  market 


Europe  —  challenge,  threat  or  non-event? 


Lichtwer  take  garlic  through  the  breath  barrier 


Which?  makes  waves  over  selenium 


A  bumper  year  for  Seven  Seas 


Market  facts  and  figures 


Evening  primrose  oil  —  a  consumer  profile 


Fisons  extends  Sanatogen's  appeal 


Tryptophan  and  germanium  —  still  banned 


Three  national  leading  products 

from  one  of  the  most  comprehensive  ranges  of 
health  products  available 


MARKETING  FACT  FILE 

•  The  brand  leading 
volume  sellers 
nationwide 

•  Excellent  profits 

•  National  advertising 
support 

•  First  Class 
P.O.S.  material 


Shnes^s0Urbs^uSe 

ngth 

One-adZgali40^t, 


Now  available  from  leading 
chemists  wholesalers. 


Power  Health  Products  Ltd  Pocklington,  York  Y04  2NR 
Tel:  (0759)  302734    Fax:  (0759)  304286 
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by  Dr  Stephen  Fulder 


At  the  end  of  the  last  century  garlic,  the  bulb  of  the 
plant  Allium  sativum,  was  regarded  as  "a  quaint  and 
absurd  medicament,  now  obsolete  among 
physicians  " .  It  was  dropped  from  the 
pharmacopoieae  along  with  most  other  plant 
remedies  on  the  untested  assumption  that  they  were 
unquantifiable,  unpredictable  and  ineffective.  Garlic 
had  also  lost  its  place  in  the  kitchens  of  Northern 
Europe  by  reason  of  its  '  'intolerable  rankness ' ' . 

Yet  today  it  is  back  in  flavour,  with  an  average  of 
half  a  clove  being  consumed  per  person  per  day 
worldwide.  As  a  medicine,  its  return  has  been 
dramatic:  300  million  doses  of  garlic  are  consumed 
annually  in  the  UK.  Garlic  preparations  were  the 
largest  selling  of  all  OTC  products  in  Germany  last 
year,  and  $100  million  worth  of  garlic  products  are 
sold  annually  in  the  USA,  also  not  traditionally  a 
garlic-loving  nation. 

Garlic's  history 

Garlic's  known  use  stretches  back  to  pre- 
pharoahonic  Egypt  6,000  years  ago,  and  dried  garlic 
was  found  among  the  more  spectacular 
accoutrements  in  the  tomb  of  Tutenkhamen.  All  the 
fathers  of  medicine  from  Hippocrates  onwards 
respected  it  as  a  "countryman's  cure-all".  Pliny 
records  its  use  for  bruises,  bites,  chest  infections, 


throat  infections,  boils,  tooth  and  ear  aches,  catarrh, 
cough,  drawing  the  pus  from  wounds  and  abscesses, 
clearing  the  arteries,  and  curing  sores  and  parasitic 
infections  including  malaria.  It  is  interesting  that 
garlic  was  always  regarded  as  a  symptom-specific 
remedy  to  be  used  by  itself,  a  ' ' simple ' ' ,  somewhat 
in  the  fashion  of  modern  drugs. 

Garlic's  effects 

Perhaps  for  this  reason,  research  has  been  quite 
successful  in  confirming  three  of  the  main  traditional 
uses  of  garlic: 

1.  Antimicrobial  and  antifungal  action.  Louis  Pasteur 
confirmed  in  1858  garlic's  age-old  reputation  as  a 
purifying  remedy.  Fresh  garlic  juice  created  a 
remarkably  large  zone  of  inhibition  on  his  bacterial 
plate  cultures,  a  study  that  has  been  repeated 
frequently  since. 

Garlic  extracts  appear  to  have  a  very  broad 
spectrum  of  action  against  Gram-positive  and  Gram- 
negative  bacteria,  including  Bacillus,  Pasteurella, 
Staphylococcus ,  Escherischia ,  Salmonella , 
Pseudomonas,  Streptococcus,  Vibrio  and 
Mycobacteria  species.  No  sign  of  the  development  of 
garlic-resistant  strains  has  been  found.  Garlic  is 
therefore  more  indiscriminate  than  modern 
antibiotics  but  considerably  weaker.  In  comparative 


A  SUPPLEMENT  TO  CHEMIST  &  DRUGGIST  17  MARCH  199 


plate  culture  tests,  0.1ml  of  fresh  garlic  juice  was  at 
least  as  effective  as  6mcg  of  penicillin,  lOOmcg  of 
streptomycin,  50mcg  of  chloramphenicol  or  30mcg 
of  tetracycline. 

There  have  been  no  modern  controlled  clinical 
studies  on  garlic's  antibiotic  effects.  However 
clinical  experience  exists  from  periods  when 
antibiotics  were  unavailable.  For  example,  garlic  was 
used  both  to  prevent  and  cure  dysentery  in  the  First 
World  War,  after  which  Sandoz  made  a 
garlic/charcoal  product  for  the  purpose.  During  the 
Second  World  War  it  was  used  on  the  Eastern  front 
to  prevent  and  treat  infected  wounds. 

Similarly  garlic  has  fungistatic  and  fungicidal 
effects  which  are  also  broad,  covering  Candida, 
Aspergillus,  Penicillium,  Cryptococcus  and  others.  In 
this  case  garlic  juice  is  as  strong  as  amphotericin  or 
nystatin  in  vitro.  Garlic  has  been  shown  to  clear 
candidiasis  in  chicks  and  infection  with 
dermatophytes  in  rabbits  at  least  as  rapidly  as 
conventional  antifungal  agents. 

Garlic  offers  a  mild  and  safe  option  for  the  self- 
treatment  of  a  number  of  chronic  or  repeating  and 
self- limiting,  non-serious  infections.  These  include 
infections  of  the  mouth  (eg.  gum  infections),  throat 
(eg.  tonsillitis),  upper  respiratory  tract  (eg. 
bronchitis,  cough,  catarrh),  digestive  system  (eg. 
food  poisoning),  urogenital  system  (eg.  cystitis), 
fungal  infections  of  the  skin  and,  especially,  candidal 
infections  of  the  mucous  membranes.  The  UK 
product  licence  for  garlic  allows  the  claim  of  a  herbal 
remedy  traditionally  used  in  the  treatment  of  colds, 
coughs,  rhinitis  and  catarrh. 


2.  Cardiovascular  action.  Garlic  has  traditionally  been 
regarded  as  being  able  to  reduce  fatty  secretions. 
Interest  in  this  question  was  awakened  by  a  number 
of  letters  in  the  Lancet  debating  an  association 
between  garlic  consumption  and  low  levels  of  heart 
disease  in  Mediterranean  countries.  A  more  serious 
epidemiological  study  among  three  groups,  each  of 
70  vegetarians,  demonstrated  that  cholesterol  levels 
and  blood  fibrinolytic  activity  was  inversely 
proportional  to  consumption  of  garlic  and  onion. 

Many  laboratory  studies  with  a  variety  of  animal 
species,  as  well  as  human  volunteers,  have  amply 
confirmed  that  when  fatty  or  cholesterol-rich  diets 
are  eaten,  garlic  can  completely  prevent  the  ensuing 
rise  in  blood  cholesterol  and  triglycerides.  Studies  at 
the  US  Department  of  Agriculture  Laboratory  in 
Madison  found  that  garlic  consistently  reduced  the 
ratio  of  high-density  lipoprotein  (HDL)  to  low- 
density  lipoprotein  (LDL)  by  50  per  cent  in  fat  fed 
pigs  or  chickens. 

Some  25  clinical  studies  to  date  have  looked  at 
the  cholesterol  and  triglyceride-lowering  effect  of 
garlic,  especially  in  subjects  with  raised  blood 
cholesterol.  Though  there  are  methodological 
shortcomings  in  many  of  these  studies,  all  those 
using  high-dose  fresh  garlic  or  freshly  prepared 
garlic  oil  give  significantly  positive  results  of  an 
average  15  per  cent  decrease  in  blood  cholesterol, 
mostly  in  LDL  or  VLDL.  For  example,  in  a  double- 
blind  study  with  62  post-myocardial  infarct  patients 
with  cholesterol  levels  in  the  range 
250-350mg/100ml,  garlic  oil  at  a  dose  of  0.25 
mg/kg/day  decreased  cholesterol  by  18  per  cent 


The  active  ingredients 

Which  constituents  of  garlic  are  effective,  for  what 
purpose,  and  are  these  constituents  present  in  fresh 
or  cooked  garlic  and  garlic  products?  The  key  to 
garlic's  activity  is  the  element  sulphur.  One  might 
have  guessed  this,  for  the  mythological  flavour  of 
garlic  as  malodorous,  burning  and  pungent 
(associated  with  hell  and  vampires)  yet  at  the  same 
time  antiseptic  and  purifying,  parallels  man's 
historical  relationship  with  sulphur  itself. 

Garlic  has  eight  to  12  cloves,  each  of  3-4g, 
clustered  in  one  head.  These  contain  from  0.5-4g/kg 
sulphur  (depending  on  growing  methods),  present  as 
an  unusual  range  of  sulphur-containing  amino  acids, 
the  main  one  being  5-allyl  cysteine  sulphoxide,  or 
alliin.  This  is  medically  inert,  odourless  and 
tasteless:  whole  cloves  do  not  smell. 

However,  as  soon  as  garlic  is  crushed,  cut  or 
bruised,  a  compartmented  enzyme  called  allinase  is 
released.  It  converts  alliin  to  a  reactive,  pungent  and 
odorous  compound,  diallyl  thiosulphinate,  or  allicin 
(up  to  5g/kg).  It  is  medicinally  active  but  unstable, 
breaking  down  within  a  day  or  two  (or  immediately  if 
crushed  garlic  is  heated  or  fried)  to  strongly  smelling 
oily,  mono,  di  and  trisulphides  and  other  compounds. 
Together,  these  form  the  oil  of  garlic  which  is  also 
active  medicinally.  The  oil,  too,  slowly  changes  over 
time  to  create,  for  example,  polysulphides. 

It  is  now  quite  clear  that  allicin  is  most  effective 
in  an  anti-infective  role.  However,  its  breakdown 
products  such  as  diallyl  disulphide,  methyl  ally] 
trisulphide  or  "ajoene"  are  equally  effective  on  the 
cardiovascular  system.  This  leads  to  the  important 
conclusion  that  freshly  crushed  garlic  is  the 
strongest  form  for  anti-infective  purposes,  while 
fresh  or  fried  garlic,  garlic  oil,  or  any  other  form  of 
odorous  garlic  are  all  effective  in  the  other  roles  of 
garlic. 


MEDICINAL  GARLIC  PREPARATIONS 


FRESH 
CRUSHED 
GARLIC 


FRESH 
\M   \  CHOPPED 
GARLIC 


GARLIC 
'  OIL 


DRIED 
GARLIC 
POWDER 


CAPSULES 
01  GARLIC 


TA6LEFS  OF 
ODOUR  CONTROLLED 
GARLIC  POWDER 


TABLETS  OF 
ODOURLESS  GARLIC 
EXTRACT 


c.    s  C 

C5      C       C  C00H 


AlllHASS(ENZYNE) 


,C  S'  C  C 
C^  XC  Ns' 


C      S      c  c 

C  '      C       S  c 


Research  also  suggests  that  garlic's  odourful 
sulphur  compounds  act  by  oxidation  of  thiol  groups  in 
essential  enzymes  involved  in  bacterial,  yeast  or 
fungal  growth.  A  similar  mechanism  is  believed  to 
operate  in  the  cholesterol-lowering  and 
antithrombotic  effects  in  which  the  enzymes 
inhibited  are  known  to  depend  on  thiol  groups  for 
activity. 
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Whichever  way  you  look  at  it,  Sanatogen  is  now 
offering  you  more. 

Already  we're  the  multivitamin  brand  leader,  outselling 
the  nearest  brand  5:1*. 

Now  we're  moving  into  a  new  market  with  four  exciting 
products:  Evening  Primrose  Oil;  One-a-Day  Garlic  Perles; 
Korean  Ginseng  and  Royal  Jelly. 

The  reassuring  name,  the  eye-catching  packaging  and 
the  superior  products  make  them  an  attractive  proposition 
to  our  new  customers  and,  of  course,  to  you. 

Coupled  with  the  relaunch  of  our  single  vitamins  into 
clearly  labelled,  modern  designs,  Sanatogen  sales  will  soar. 

£2.1  million  advertising  will  support  these  new  ranges 
alone  and  that  doesn't  include  our  multivitamin  support. 

Just  clear  some  shelf  space  for  these  new  Sanatogen 
products.  The  rest  you  can  leave  up  to  us. 


60  capsules  of  250mg  Evening 
Primrose  Oil  and  Borage  Oil. 
A  nutritional  supplement  of  GLA. 


50  capsules  of  2mg 
I  Garlic  Oil.  Helps  support 
body's  natural  defences. 


B  "  Consut 


Consumer  Health    'SOURCE:  INDEPENDENT  A  UDIT.   SANATOGEN  and  F1SONS  are  registered  trade  marks  of  FISONS  pic. 


over  several  months.  There  was  a  doubling  in 
HDL/LDL  to  VLDL  ratio  compared  to  placebo. 

Other  trials  with  low  dose  commercial  garlic 
preparations  have  sometimes  given  significant 
results,  and  sometimes  not.  Presumably  the  studies 
have  been  too  small,  the  methodology 
unsophisticated  and  the  preparations  too  weak  or 
unstandardised  to  give  consistent  results.  The 
mechanism  appears  to  be  both  an  inhibition  of  live 
enzymes  involved  in  lipogenesis  and  cholesterol 
production  (such  as  hydroxymethylglutaryl 
coenzyme  A)  and  an  enhanced  excretion  of  neutral 
and  acidic  sterols. 

In  addition,  garlic  reduces  the  blood  clotting  rate 
which  may  make  it  a  useful  dietary  anti-thrombotic. 
Within  a  half  to  one  hour  after  garlic  ingestion 
platelet  aggregability  is  significantly  reduced.  This 
can  be  seen,  according  to  studies  by  Dr  D.  Boullin  at 
the  MRC  Clinical  Pharmacology  Research  Unit  in 
Oxford,  at  doses  as  low  as  half  a  clove.  Of  the 
various  pure  active  ingredients  of  garlic  which  are 
effective  in  this  way,  one,  "ajoene",  is  at  least  as 
potent  as  aspirin  and  is  under  investigation  as  a 
possible  safe  antithrombotic.  Garlic  seems  to  work 
by  inhibiting  lipoxygenase  and  cyclo-oxygenase 
enzymes,  so  reducing  thromboxane  synthesis. 

In  a  similar  way,  garlic  is  known  to  promote  blood 
fibrinolytic  activity  in  parallel  with  reducing  blood 
cholesterol.  In  normal  healthy  volunteers  clotting 
time  is  slightly  prolonged.  However,  in  patients  with 
ischaemic  heart  disease,  increases  of  up  to  70  per 
cent  in  fibrinolytic  activity  have  been  reported  as 
long  as  garlic  is  consumed.  It  falls  back  fairly  rapidly 
on  stopping. 

No  studies  have  actually  looked  at  the  possible 


benefit  from  garlic  on  heart  attack  risk  or  other 
clinical  parameters,  and  major  large-scale  controlled 
trials  are  still  awaited.  Nevertheless  as  a  non-toxic 
dietary  constituent,  garlic  can  reasonably  be 
suggested  as  an  adjunct  to  the  dietary  control  of 
atherosclerosis,  especially  in  the  large  group  with 
mild  hypercholesterolaemia,  whom  doctors  are 
reluctant  to  turn  into  patients  by  long-term  drug 
dosage. 

3.  Antitoxiciiy  effects.  Garlic  has  always  been  used  to 
eliminate  poisons  from  the  body.  A  new  interest  in 
this  aspect  of  garlic  was  awakened  by  the  finding, 
repeated  at  more  than  one  cancer  research  centre  in 
the  USA,  that  garlic  appears  to  inactivate  cancer- 
causing  chemicals  and  inhibit  the  process  of 
carcinogenesis.  There  are  also  suggestions  that 
garlic  aids  in  the  elimination  of  heavy  metals.  These 
uses  remain  to  be  properly  investigated. 

The  question  of  dosage 

A  consideration  of  both  the  clinical  evidence  and 
traditional  dosage  recommendations  (including  that 
of  the  British  Herbal  Pharmacopoiea)  would  suggest 
two  dosage  levels.  A  preventative  dose  of  one  to 
two  cloves  (3-6g)  fresh  garlic  per  day  or  its 


Sith  Garlicke  than  hath  power  to  save  from  death, 
Bear  with  it  though  it  makes  unsavoury  breath, 
And  scorn  not  Garlicke,  like  some  that  thinke, 
It  only  makes  men  winke,  and  drinke  and  stinke. 


Sir  John  Harrington,  1607 


SUCCESS  ALL  ROUND 


One  in  three  women  now  take  a 
vitamin  or  mineral  supplement  on  a 
regular  basis. 

I  his  market  growth  has  stemmed  not 
just  from  the  growing  demand  tor 
single  as  well  as  multivitamins,  hut  also 
from  the  recent  trend  towards  natural 
supplements. 

Which  is  why  you'll  find  our  latest 
range  the  most  comprehensive  ever.  And 
why  we're  the  number  one  brand  with 
41%  of  all  VMS  sales  through  <  hemists 

But  that  doesn't  stop  us  from 
developing  new  products,  like  Seven 
Seas  Berries. 

Launched  in  1987  their  contri 
bution  to  expanding  the  VMS  market 
continues  to  outstrip  all  forecasts. 

So  it  doesn't  matter  whether  people 
prefer  taste-free  capsules  or  fruit  flavour 
berries,  we  still  enjoy  all  round  success. 

Seven 
Seas 

The  Brand  Builder 
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equivalent  in  products,  would  be  the  minimum  for  a 
preventive  role  in  the  cardiovascular  system.  A  high 
dose  of  three  cloves  a  day  (9g)  of  fresh  garlic  or  its 
equivalent  is  recommended  for  anti-infective 
purposes.  These  dosages  need  to  be  increased  if 
garlic  is  used  in  food  as  some  will  be  lost  during  the 
food  preparation. 

The  pharmacokinetics  of  garlic  are  unknown, 
although  its  sulphur  compounds  are  known  to  be 
metabolised  in  the  liver  to  produce  some  very 
unusual  urinary  products!  But  the  time  course  of 
platelet  aggregation  inhibition  indicates  that  garlic 
has  maximum  effect  for  around  three  hours  before 
metabolism  and  excretion.  Therefore  it  is 
recommended  to  divide  the  doses  during  the  day. 

Garlic  preparations 

While  fresh  garlic  is  the  most  powerful  form 
medicinally,  only  the  most  intrepid  are  willing  to  take 
it  neat  at  medicinal  dose  levels.  A  range  of  products 
are  now  available  which  strive  to  retain  effectiveness 
while  reducing  the  odour.  Those  on  the  UK  market 
are  of  three  types:  — 

a.  Garlic  oil  products.  Garlic  is  mashed  and  steam 
distilled.  The  process  allows  the  conversion  of  all  the 
alliin  to  allicin,  which  then  immediately  breaks  down 
to  the  various  sulphides.  These  are  collected  in  the 
condensate  as  essential  oil  of  garlic,  which  has 
similar  constituents  to  crushed  fried  garlic.  The  oil  is 
suspended  in  vegetable  oil  and  encapsulated.  This  is 
the  original  method  of  making  garlic  products, 
pioneered  nearly  50  years  ago  by  Dr  Hotels.  The 
capsules  release  odour  when  digested  although  this 
has  been  reduced  by  enteric  coating. 

The  advantage  of  garlic  oil  is  that  it  is  highly 
concentrated,  well-tried,  and  known  to  be 
medicinally  effective,  especially  as  a  cardiovascular 
preventative.  The  disadvantages  are  that  it  is 
difficult  to  standardise  and  that  many  products  are 
under  dosage.  Garlic  contains  0.1-0.2  per  cent  oil,  ie 
3-8mg  oil  per  clove  of  3-4g.  Some  garlic  oil  capsules 
contain  0.66  mg  oil,  requiring  10  capsules  (6.6mg  oil) 
for  a  minimum  one-clove  daily  dose.  Fortunately  a 
high-dose  garlic  oil  preparation  is  widely  available 
with  a  satisfactory  dose  of  4mg  fresh  oil  per  capsule. 

b.  Dried  garlic  powder  products.  These  are  of  several 
types,  but  that  generally  available  in  Europe  is 


obtained  by  slicing  garlic,  drying  the  slices,  milling 
and  tabletting.  The  slicing  releases  only  a  little 
allicin.  The  powder  contains  mostly  alliin  and  allinase 
precursor  which  are  uncombined  in  the  dry  state.  It 
is  assumed  that  the  precursors  combine  on  digestion 
to  release  allicin  internally,  and  for  this  reason  such 
'  'odour-controlled' '  products  contain  very  little 
odour  unless  chewed  or  dissolved. 

The  advantages  of  this  type  of  preparation  are 
that  they  have  been  shown  to  be  effective  in  clinical 
tests,  and  that  the  entire  contents  of  the  original 
garlic  are  present,  so  that  it  is  closest  to  fresh  garlic 
yet  with  minimal  odour.  The  disadvantage  of  these 
preparations  are  that  the  assumption  of  allicin 
creation  in  the  intestine  is  as  yet  untested.  As  garlic 
is  two  thirds  water,  lg  of  dried  garlic  in  tablet  form 
needs  to  be  consumed  to  reach  the  minimum  one- 
clove  daily  dose.  There  can  also  be  a  dosage 
problem  with  powder  products, 
c.  Totally  odourless  garlic  extract  products.  Garlic  is 
chopped  and  aged  in  alcohol,  after  which  it  is 
extracted  and  dried.  The  resulting  extract  is  totally 
odourless  even  on  dissolving.  The  active  ingredients 
of  garlic  are  known  to  be  odourous,  and  there  is  little 
evidence  that  this  type  of  preparation  is  medicinally 
effective.  An  odour-controlled  and  an  odourless 
garlic  prepartion  can  differentiated  by  biting  open  the 
product.  The  former  should  release  its  odour. 

Adverse  effects 

Fresh  garlic  at  high  doses  can  cause  nausea,  thirst, 
burning  sensations  and  occasionally  headache, 
flushes  or  loss  of  appetite.  It  can  also  produce 
allergic  skin  rashes  when  handled  frequently. 
However  researchers  have  given  more  than  20 
cloves/day  to  volunteers  for  three  months  without 
harm.  If  present,  these  effects  can  be  reduced  by 
taking  garlic  with  food  and  carminative  spices.  None 
of  the  adverse  effects  are  reported  with  garlic 
products. 

Garlic  is  a  non-toxic  medicinal  food.  Although  full 
clinical  trials  are  still  awaited,  a  large  body  of 
evidence  supports  its  household  use  as  an 
antimicrobial  and  an  aid  with  diet  in  cardiovascular 
disease  prevention.  Consumers  can  be  secure  that 
odourful  garlic  products  are  effective  at  sufficient 
dosage.  Garlic's  current  resurgence  of  popularity 
underlines  the  growing  importance  of  safe  natural 
remedies  for  prophylaxis  and  the  self-treatment  of 
mild  conditions. 
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Helfex  90,  with  over  150  exhibitors,  will  be 
held  m  Hall  8  at  the  National  Exhibition 
Centre,  Birmingham,  on  April  8 
(9.30am-6.30pm)  and  April  9  (9.30am-5pm). 

This  tenth  international  health  food  trade 
exhibition  is  claimed  to  be  the  biggest  such 
event  in  Europe,  and  the  organisers  have  the 
European  angle  much  in  mind.  The  organising 


committee  is  also  requesting  exhibitors  to 
concentrate  on  their  educational  role  in 
providing  accurate  and  helpful  information  on 
their  product  ranges.  Entrance  is  free  for 
trade  visitors. 

A  seminar  programme  will  run 
concurrently  over  the  two  days  of  the 
exhibition.  Details  are  given  below: 


Time 
SUNDAY 

10am 

11am 

12  noon 

lpm 

2pm 

3pm 

4pm 
5pm 


Speaker 


Lecture  programme  at  Helfex  90 

Subject 


D.  Roser,  UK  Garlic 
Research  Bureau 
R.  Ward,  MD, 
H.  Hakim,  dietitian 
Dr.  C.  Vezina 
Dr  R.  Stainton 
Jan  de  Vries 

Dr  Len  Mervyn 

S.  Lininger 
Dr  D.  Corrigan 


Garlic  —  benefits  for  heart  and 
circulation 

Food  intolerance  and  allergies 
Lactobacilli 

Royal  jelly  —  an  idea  in  dispute 
How  nature  provides  our  life 
force 

Nutritional  supplements:  profiting 
from  information 
Who  are  the  real '  'quacks" 
Phytotherapy  —  into  the  future 
with  medicinal  plants 


Sponsor 

Seven  Seas 

Nutricia  Dietary 

Products  Ltd 
Quest  Vitamins 
Regina  Royal  Jelly 
Bennett  Natural 
Products  and  Bioforce 
Booker  Nutritional 

Products 
Health  &  Diet  Food  Co 
Arkopharma 


MONDAY 

10am  DrE.  Mindell 

11am  S  Mills,  MA,  FNIMH 

12  noon  Dr  R,  Saynor 

lpm  M.  Wakemanor 
Dr  D.  Horrabin 

2pm  Prof  D.  Bryce-Smith 

3pm  Dr  J.  Grunwald 

4pm  Dr  Passwater 


The  benefits  of  supplements 
Herbal  medicine  —  clinical 
research 

The  scientific  detective  story 
behind  fish  oils  and  heart  disease 
The  human  uses  of  evening 
primrose  oil 

The  immune  system  and 

supplementation 

Garlic 

Boosting  the  immune  system 
with  nutrition 


Quest  Vitamins 
Gerard  House 

Seven  Seas 

Britannia  Health 

Products 
Booker  Nutritional 

Products 
Lichtwer  Pharma 
Solgar  Vitamins 


FOR  HEALTHY  GROWTH: 


MINADEX  is  the  number 
one  children's  tonic  brand  in 
chemists  and  is  the  only 
product  range  specially  formu- 
lated for  children  in  this  rapidly 
growing  market. 

Last  year  a  £500,000 
national  press  and  TV  advertis- 
ing campaign  was  launched 
during  the  winter  months. 

Sales  of  MINADEX  increased 
by  3  3%  over  the  same  period 
in  the  previous  year.  We  expect 
a  similar  story  this  year. 

Stock  MINADEX  from  Seven 
Seas  and  watch  your  sales, 
as  well  as  your  younger  cus- 
tomers, grow  big  and  healthy. 

Seven 
Seas 

The  Brand  Builder 
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What  mothers  prefer... 

A  recent  nationwide  survey  by 
Warner  Lambert  Health  Care 
shows  that  93  per  cent  of 
mothers  prefer  to  give  their 
children  a  vitamin  product  free 
from  additives;  59  per  cent  of 
mothers  would  use  vitamins  fcr 
their  own  child  and  a  further  39 
per  cent  are  very  likely  to  do  so. 
The  good  news  for  pharmacists 
is  that  84  per  cent  of  mothers 
would  buy  their  vitamins  from  a 
pharmacy.  Sales  of  Warner 
Lambert's  Abidec  vitamin  drops 
increased  by  43  per  cent  last 
year  (Nielsen). 

Over  half  (61  per  cent)  of 
mothers  surveyed  preferred  to 


add  vitamins  to  baby's  milk  or 
other  drinks,  with  only  12  per 
cent  adding  them  to  food. 
Nevertheless,  27  per  cent  felt 
that  placing  the  drops  on  the 
back  of  the  tongue  was  the  best 
way  to  give  a  supplement. 

Vitamin  information 

Two  new  leaflets  on  vitamins  D 
and  E  (above)  are  now  available 
from  the  Vitamin  Information 
Service,  joining  the  existing  A,  B 
and  C  leaflets.  All  these  colour 
leaflets  are  available  free  to 
pharmacists  and  assistants  and 
contain  information  on  the 
benefits,  food  sources  and 
recommended  daily  amount 


(RDA)  of  each  of  the  vitamins, 
and  are  clearly  illustrated  with 
charts  and  graphs.  The  Vitamin 
Information  Service,  sponsored 
by  Roche,  is  part  of  an 
international  network  which 
operates  in  over  20  countries, 
enabling  access  to  the  latest 
research  findings  on  vitamins 
anywhere  in  the  world.  The 
Vitamin  Information  Service  can 
be  contacted  at  PO  Box  437, 
London  SW1X  7ND  (tel:  01-225 
1995). 

Lecithin  wafers 

Health  Dynamics  have 
introduced  lecithin  in  wafer 
form.  Lecichew  wafers  are 
blister-packed  in  five  strips  of  12 


(rsp  £4.25;  outer  of  12  £28.82 
trade).  Two  wafers  provide  l.f  I 
of  soya  lecithin  and  are  suitable  j 
for  vegetarians. 

Lecithin  helps  reduce  the 
risk  of  heart  disease  because  o  j 
its  action  on  fat  metabolism  in  j 
the  body,  in  particular  its 
reaction  with  cholesterol.  TriaJ  j 
have  shown  that  it  can  help 
increase  the  amount  of  high 
density  lipoprotein  (HDL)  in  th  j 
blood  and  therefore  help 
prevent  cholesterol  build-up  oi  j 
the  artery  walls.  HDL  carries  1 
cholesterol  through  the  body  t<,  I 
the  liver  for  excretion  as  bile,  i 
whereas  low  density 
lipoproteins  are  implicated  in 
depositing  cholesterol  in  the 
artery  walls. 


Larkhall  s  Tandem  IQ  —  not  being  used  in  the  latest  tnal 


PEARLES  OF  WISDOM 


ODOURLESS 
JeoGARLIC 

Partes 


Contain  the  pure  essential  oil  of  Garlic  from 
healthy  plants.  As  the  peartes  dissolve  in  the 
stomach  they  are  virtually  TASTELESS  AND 
ODOURLESS 

Adults,  the  elderly  and  children  aged  7  years 
upwards,  take  one  capsule  daily  before  a  meal  or 
prior  to  retiring.  Ideally,  mis  should  be  taken  with 
some  cold  water.  Do  not  take  with  hot  drinks. 

HOFELS  PURE  FOODS  LTD..  WOOLPIT,  SUFFOLK.  ENGLAND 


'ONE  A  DAY'  PEARLES 


The  garlic  supplement  sector 
of  the  VMS  market  is  growing  Fast. 

The  Seven  Seas  brand,  Hofels 
Garlic  Pearles,  is  far  and  away 
the  market  leader  with  60%  of  all 
garlic  supplement  sales  through 
chemists. 

What's  more,  it  is  the  largest 
range  on  the  market  and 
is  the  most  widely  stocked  by 
pharmacies. 

During  the  last  quarter  of 
1989  sales  of  Hofels  products 
doubled  over  the  same  period  in 
the  previous  year. 

This  year,  a  £500,000  national 
press  advertising  campaign  is 
planned  to  continue  this  trend. 

Seven 
Seas 

The  Brand  Builder 


in 
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Bio-strath's  a  tonic! 


Vitamins  and  their  effect  - 
Diiaek  of  it  —  on  the  non- 
verbal intelligence  of  school 
:hildren  is  once  more  being 
put  to  the  test. 

The  publication  in  The 
Lancet  in  1987  of  a  study 
involving  60  children  at 
Darland  High  School  opened 
the  floodgates  of 
;ontroversy.  The  results 
suggested  vitamin 
supplementation  could 
rmprove  a  child's  IQ.  The 
study  was  largely 
responsible  for  boosting  the 
narket  in  children's  vitamins 
ay  some  14  per  cent  over  the 
text  12  months.  And  this 
iespite  the  fact  that  a 
subsequent  study  published 
n  The  Lancet  could  not 
reproduce  the  result. 

The  latest  trial, 
sponsored  by  an  unknown 
Manthropist,  will  involve 
1,000  schoolchildren  in 
Britain,  the  USA  and  Israel. 
The  trial  has  been  devised  by 
i  trio  of  well  known  names : 
'rofessors  John  Yudkin, 
.inus  Pauling  and  Hans 
iysenck. 

However,  the 


supplement  being  used  is 
being  made  to  the 
organisers'  specification  by 
Booker  Nutritional  Products. 
The  original  Darland  trial 
used  Larkhall's  Tandem  IQ 
product  (left),  and  the  fact 
that  the  company  was  not 
even  approached  is  a  sore 
point  with  managing  director 
Dr  Robert  Woodward. 
"What  is  the  point  with  doing 
a  new  test  using  a  different 
formula ? "  he  asks .  " I  do  not 
know  whether  what  they  are 
using  bears  any  resemblance 
to  Tandem  IQ." 

He  is  also  dubious 
whether  the  trial  will  be 
successfully  completed. 
Trials  carried  out  last  year  in 
Reading  have  not  negated 
the  earlier  result  but  proved 
difficult  to  do  as  there  was 
such  a  high  drop  out  rate.  A 
further  trial  currently 
underway  in  Scotland  faces 
similar  problems.  "I  doubt 
whether  we  will  get 
acceptable  results.  Having 
done  a  couple  of  pilot  trials 
we  have  been  unable  to  get  a 
statistically  valid  result  yet, ' ' 
he  says. 


Cedar  Health  recently  appointed 
Countercall  to  represent  them  in 
the  retail  pharmacy  field.  Their 
Bio-strath  Swiss  tonic  has  had 
research  published  suggesting 
its  effect  is  produced  by  an  ability 
to  mobilise  the  T-lymphocytes, 
stimulating  the  immune  defence 
system  and  providing  protection 
against  infection.  Papers 
demonstrating  these  effects 
were  recently  presented  at  a 
seminar  held  at  the  Royal 


College  of  Physicians  in  London. 
"This  is  the  first  time  that  a 
traditional  tonic  has  had  its 
effects  demonstrated  so 
scientifically  in  high  quality 
trials,"  says  Keith  Pollitt, 
managing  director.  Leaflets  and 
show  material  are  available . 

Minalka  mineral  tablets  have 
recently  been  awarded  a  full 
product  licence  for  the 
treatment  of  muscular  pain  and 
stiffness  of  the  joints . 


All  to  do  with  millet... 


Pil-food,  a  vitamin 
supplement  containing 
sulphurated  amino  acids,  B 
vitamins  and  millet,  has  been 
the  subject  of  clinical  trials 
throughout  Europe. 

Swiss  manufacturers, 
Laboratoire  Golaz,  told  C&D 
that  there  have  been  ten 
clinical  studies.  In  a 
multicentred,  double-blind, 
randomised  and  placebo- 
controlled  study  in 
Darmstadt  on  83  women,  the 
company  says  there  was  a 
clear  trend  towards  a 
superior  efficacy  on  diffuse 
alopecia  against  placebo. 


Another  trial  in  Dortmund 
concluded  that '  'all  the 
components  of  Pil-food 
investigated  showed  an 
efficacy,  millet  extract  is 
most  strongly  involved  in  the 
total  action,  the  complete 
preparation  was  rated  best, 
and  side-effects  were  not 
observed". 

Robert  Golaz,  the  Swiss 
pharmacist  who  formulated 
the  product  in  1967,  said  he 
used  millet  because  it  has 
been  associated  with  hair 
growth  for  centuries.  Pil-food 
is  distributed  in  the  UK  by 
Lake  Pharmaceuticals. 


GOLDEN  OPPORTUNITIES 


Cod  Liver  Oil  is  the  fastest  grow- 
ing sector  of  the  VMS  market. 

In  1989,  we  estimate  that  two 
million  people  took  Cod  Liver 
Oil  for  the  first  time.  During  the 
winter  of  1989,  Cod  Liver  Oil 
accounted  for  25%  of  all  VMS  sales. 
94%*  of  all  Cod  Liver  Oil 
sold  is  Seven  Seas. 

The  reason  is  simple. 

No  other  company  has  our 
heritage.  No  other  company  has 
our  extensive  range.  And  no 
other  company  puts  £2  million 
behind  its  brand. 

Stock  Seven  Seas  Pure  Cod 
Liver  Oil  and  Pulse  Pure  Fish 
Oils  for  even  more  golden  oppor- 
tunities in  the  nineties. 

♦Independent  audit. 

Seven 
Seas 

The  Brand  Builder 
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Fishy  diet  improves  prognosis  after  heart  attack! 


Eating  oily  fish  twice  a  week  prolongs  life  in 
men  who  have  suffered  a  heart  attack  was 
the  major  conclusion  of  a  long  running  trial 
carried  out  at  the  MRC  Epidemiology  Unit  in 
Cardiff  and  published  last  year. 

The  study  was  set  up  in  1983  to  find  out  if 
men  who  have  suffered  a  myocardial 
infarction  can  reduce  their  risk  of  death  or 
recurrence  of  MI  by  a  change  in  diet. 

A  sample  of  2 ,033  men  under  70  years  of 
age  were  recruited.  Patients  were  randomly 
allocated  to  receive  or  not  to  receive  advice 
on  each  of  three  dietary  factors: 

1.  Reduction  in  fat  intake,  with  an  increase  in 
the  ratio  of  polyunsaturated  to  saturated  fat. 

2.  An  increase  in  fatty  fish. 

3.  An  increase  in  cereal  fibre. 

The  men  were  monitored  regularly  and 
compliance  with  the  dietary  advice  logged 
over  a  two  year  period.  Men  in  the  '  'fish 
advice  group"  who  disliked  fatty  fish  were 
given  fish  oil  capsules. 

Subjects  given  advice  on  fats  did  not 
comply  as  well  as  hoped,  and  subjects  not 
given  fat  advice  tended  to  reduce  their  fat 
intake  spontaneously,  so  the  net  reduction  in 
serum  cholesterol  attributable  to  fat  advice 
(3-4  per  cent)  was  small.  Compliance  was 
satisfactory  for  fish  and  fibre  advice. 

The  deaths  and  recurrent  heart  attacks 
(fatal  and  non-fatal)  that  occurred  within  two 
years  of  entry  into  the  study  were  recorded. 
Similar  numbers  of  deaths  occurred  in  the 


groups  given  and  not  given  fat  advice  (111 
and  113  respectively). 

The  group  given  fish  advice  had  fewer 
deaths  than  the  group  which  had  no  fish 
advice  (94  and  130).  When  other  factors 
were  taken  into  account,  this  amounted  to  a 
29  per  cent  reduction  in  mortality  attributable 
to  fish  diet. 

More  deaths  occurred  among  the  men 
given  fibre  advice  than  among  other  men 
(123  and  101).  This  difference  was  not 
statistically  significant.  Recurrent  heart 
attacks  occurred  less  frequently  among  men 
given  fat  or  fish  advice,  and  somewhat  more 
frequently  among  men  given  fibre  advice,  but 
none  of  these  differences  were  significant. 

It  seems  likely  that  the  protection  is 
afforded  by  the  polyunsaturated  fatty  acids 
found  in  fish  oil  —  eicosapentaeonic  acid 
(EPA)  and  docosahexaenoic  acid  (DHA). 
Experimental  studies  on  EPA  and  DHA  have 
shown  that  they  decrease  production  of 
substances  (eg  thromboxane  A„)  involved  in 
causing  inflammation  and  thrombosis  as  well 
as  lowering  the  level  of  blood  fats. 

That  a  reduction  in  death  rate  was  seen 
after  just  two  years  of  the  fish  diet  suggests 
that  protection  was  offered  by  reducing  the 
tendency  of  the  blood  to  clot  rather  than  by 
influencing  atherosclerosis.  A  similar 
reduction  in  death  rate  has  been  observed  in 
patients  given  aspirin,  which  is  also  known  to 
be  an  anticoagulant. 


THE  NATURAL  CHOICE 


r\K  TTVTC       k  ^rAy^ 


Natural  remedies,  such  as 
homoeopathic  medicines,  are  set 
to  become  the  new  growth  area  of 
the  90's. 

At  present  the  UK  market  is 
worth  £10  million. 

Almost  half  of  this  is  accounted 
for  by  the  Seven  Seas  brand,  New 
f  ra . 

In  Europe  however,  the  market  is 
currently  worth  a  staggering  £3  20 
million. 

The  good  news  is  the  UK  market 
is  bound  to  expand  rapidly  over 
the  next  few  years  as  more  and  more 
people  turn  to  natural  alternatives. 

An  advertising  budget  of  around 
£1.5  million  (national  equivalent) 
will  ensure  that  Seven  Seas'  New 
Era  remains  the  brand  leader. 

Seven 
Seas 

The  Brand  Builder 
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EPOC  trial  promotion  next 
month  in  chemists 

ivening  Primrose  Oil  Co  are 
aunching  a  new  promotion 
exclusive  to  the  chemist  trade. 

Retailers  ordering  12  packs 
jftheEpoc  90  by  500mgEPO 
;apsules  in  the  period  April  to 
une  will  receive  free  one 
:ounter  display  unit  containing 
10  trial  packs  of  Epoc  evening 
primrose  oil. 

Each  trial  pack  will  contain 
details  of  a  £1  money  back  offer 
:o  all  customers  who  purchase  a 
super  pack  90  by  500mg  (rsp 
$.50).  The  promotion  is 
lesigned  to  encourage 
;onsumer  trial  and  is  available 
hrough  wholesalers  Vestric, 
Jnichem  and  others  (distributed 
iy  Norgine  Ltd) . 


X 


Healthcrafts  activity  on  ginseng  and  'schooldays' 

Booker  Nutritional  Products  are  offering  ten  days  extra  supply  free  —  40 
capsules  for  the  price  of  30  —  on  their  Healthcrafts  high  potency  Korean 
ginseng  600mg.  The  promotion  follows  a  recent  Healthcrafts  ginseng  Press 
advertising  campaign.  The  special  packs  are  available  to  the  trade  in  cases  of 
six  for  £17.36  while  stocks  last. 

Healthcrafts  "Schooldays"  children's  multivitamin  and  mineral 
supplement  has  been  given  a  new  formulation  and  re-designed  packaging. 

To  complement  the  Superted  range,  aimed  at  children  aged  3-11  years, 
the  new  formulation  of  "Schooldays"  is  aimed  at  school-age  children.  It 
provides  the  recommended  daily  allowances  of  vitamin  A,  vitamin  Bl 
(thiamin),  vitamin  B2  (riboflavin),  folic  acid,  niacin,  vitamin  D3,  iodine  and 
iron. 


Booker  predict 


Further  market  growth  awaits  the 
supplements  market  in  the  1990s,  predicts 
Deirdre  Moroney,  marketing  manager  at 
Booker  Nutrition  Products.  "By  the 
mid-1990s,  I  would  expect  half  of  the  UK 
population  to  be  regular,  though  not  daily, 
supplement  takers,  compared  with  the 
current  42  per  cent.  We  still,  however, 
cannot  compare  with  the  United  States, 
where  32  per  cent  are  daily  users. ' ' 

Where  the  dietary  supplements  market 
differs  from  more  established  areas  is  in  the 
growing  need  for  reliable  information.  Over 
the  past  decade,  retail  pharmacy  has  made  an 
important  contribution,  and  the  authority  of 
the  sector  will  be  invaluable  in  the  '90s,  says 
Ms  Moroney. 

As  '  'at  risk"  groups  recognise  their 
nutritional  needs,  so  products  aimed  at 
certain  sectors  of  the  population  have 
emerged.  "Supplements  for  women  now 
account  for  16  per  cent  of  the  market  and  my 
estimate  is  that  they  will  reach  over  25  per 
cent  by  1993,"  she  says.  Her  predictions  for 
the  next  few  years  are: 

■  Increased  market  sector  polarisation 

■  Higher  levels  of  marketing  support  activity 
from  fewer  manufacturers 

■  Market  growing  threefold  by  the  year 
2000,  with  household  penetration  up  to  75 
per  cent 


LIQUID  ASSETS 


RHEUMATISM  AND 
ARTHRITIS  FORMULA 

STRENGTHENS  BONES  AND  EASES 
JOINT  I  >IS<  '<  (MP  )\< V  IN  1  )U  )EI( 
 \NJMALS 

LCON7A//VS 
^ANDDHA 


SKIN  AND  COAT 
CONDITIONER  FOR  DOGS 


The  pet  care  segment  of  the 
VMS  market  is  today  worth 
£8  million  and  presents  a 
major  growth  opportunity. 

Traditionally,  tonics  and 
supplements   tor  pets  were 
sold  only  through  pet  shops, 
but  now  more  and  more 
people  are  buying  them  at 
the  same  time  as  their 
own   supplements  through 
chemists. 

The  Seven  Seas  brand 
VITAPET  is  leading  the  way 
into  pharmacy  and  is  one 
of  the  few  products  to  be 
supported  by  both  a  press  and 
TV  advertising  campaign. 

Seven 
Seas 

Uir  Brand  BuilJci 
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RLIC 

So  good 
even  pharmacists 
are 


The  hidden  strengths  of  garlic  have 
been  revered  throughout  the  centuries 
and  today  more  and  more  people  are 
realising  the  importance  of  taking  garlic 
as  part  of  their  daily  diet.  With  increased 
research  into  garlic's  health  maintaining 
properties,  it's  important  you  stock  a  brand 
your  customers  can  trust. 

Shen  uses  only  the  finest  organically 
grown  garlic  from  China.  Combine  this 
with  the  advanced  drying  technique  used 
in  the  production  process  which  keeps  the 
allicin  producing  substances  locked  inside 
and  you  have  one  of  the  most  potent 
garlic  tablets  your  customers  can  buy. 

In  fact  recent  scientific  tests  which 
compared  Shen  garlic  tablets  with 


conventional  garlic  oil  capsules  proved 
overwhelmingly  that  Shen  had  the  greatest 
antimicrobial  activity.  Only  fresh  garlic  was 
more  effective  than  Shen  in  combating 
several  common  micro-organisms.  (Your 
Jackson's  representative  can  give  you 
more  information). 

Add  Shen's  potency  to  extensive 
advertising  in  women's  magazines  and 
health  press,  exceptional  point  of  sale 
material  and  a  very  competitive  price  and 
you'll  see  why  Shen  is  such  a  powerful 
sales  opportunity.  In  fact  it's 
so  good  even  pharmacists  ^^^^^ 
are  taking  it. 


GARLIC 


Made  by  Lanes  -  leaders  in  natural  healthcare. 
Distributed  to  the  pharmacy  trade  by  Ernest  Jackson  &  Co.  Ltd.,  Tel.  03632  -  2251 . 


Roche  are  one  of  few 
companies  able  to  boast  pan- 
European  products  within 
the  vitamins  and 
supplements  market. 

As  Europe  moves 
towards  a  single  market, 
there  will  be  an  increased 
threat  from  foreign 
competition,  as  well  as 
proposed  new  guidelines  on 
advertising  and  labelling, 
says  the  company.  Those 
with  products  available 
throughout  Europe  may  well 
have  the  upper  hand  under 
such  circumstances. 

Redoxon  is  available  in  16 
European  countries  including 
the  UK.  Much  of  the  UK 
success  of  the  brand  —  it 
takes  65  per  cent  of  the 
vitamin  C  market,  claim 
Roche  —  is  put  down  to  the 
/ariety  of  presentations 
offered.  Supradyn,  Europe's 
number  one  multivitamin,  is 
sold  in  14  European 
countries,  and  in  the  UK 
offers  one  of  the  most 
:omprehensive  multivitamin- 
mineral  formulations 
available,  say  Roche. 


Berocca,  Roche's  latest 
introduction  to  the  UK,  was 
launched  last  October. 
Available  in  nine  European 
countries,  it  contains  seven 
B-group  vitamins,  vitamin  C 
and  calcium  and  is  unique  in 
being  the  only  effervescent 
vitamin  B-group  product  on 
the  market. 

Marketed  as  "part  of 
today's  answer  to  everyday 
stresses",  each  tablet 
dissolves  in  water  to  produce 


a  tropical  fruit  flavour  drink. 

But  Berocca  isn't  new. 
The  brand  was  first  launched 
in  Switzerland  in  1969  and 
today  is  a  leading  vitamin 
combination  in  more  than  20 
countries  worldwide, 
including  Italy,  Finland  and 
Australia,  to  name  but  a  few. 

Research  on  IQ 

New  research  in  Britain,  the 
USA  and  Israel  aims  to 
determine  whether  or  not 


vitamin  and  mineral 
supplements  improve 
intelligence.  During  the  past 
two  years,  many  new  players 
have  featured  in  the 
children's  supplement 
market,  say  Roche. 

Selection  of  a  suitable 
childrens  vitamin  supplement 
may  depend  on: 

■  Age  of  the  child  ■  Formulation 

■  Product  quality  ■  Price 

■  Brand  ■  Recommendation 
awareness 


Comparison  of  leading  children's  multivitamin  brands  priced  at  below  £2  and  suitable  for  children  aged  five 
years  and  over 

"3 

Price  per 


Brand 

Manufacturer 

Pack  size 
(tablets) 

Price 

(£) 

daily 
dose 
(Pence) 

A      B,     B,Bft  B,2 

c 

0 

Try 

Folic  acid 

Pantothen 

Niacin 

Haliborange 
A, CD, 

Reckitt  & 
Colman 

30 

0.99 

3.3 

IS 

Orovite  7 

Bencard 

10 

(Sachets) 

1.88 

18.8 

v*       is       is  <S 

IS 

V* 

Sanatogen 
for  children 

Fisons 

30 

1.09 

3.6 

IS 

V* 

Superted 

Booker 

50 

1.59 

5.3 

IS 

IS 

Supradyn 
for  children 

Roche 

30 
60 

1.05 
1.95 

3.5 
3.25 

1/         V*  tS  lS 

>^ 
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BUILDING  BRANDS,  BUILDING  YOUR  BUSINESS 


When  it  comes  to  developing 
the  VMS  market,  no  one  is 
more  successful  than  Seven  Seas. 

We're  the  leading  brand  with 
41%  of  the  market  in  pharmacy. 
In  fact,  last  year,  no  other  brand 
managed  to  increase  its  share. 

The  reason  is  simple.  We're 
the  only  company  to  consistently 
identify  new  market  oppor- 
tunities and  successfully  launch 
new  products  to  satisfy  them. 

Plus,  we  spend  close  on  five 
million  pounds  each  year  on 
advertising. 

Little  wonder  that  we  con- 
tinue to  lead  every  major  sector 
of  the  VMS  market. 

Seven 
Seas 

I  he  Brand  Leader 
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Steady  support  for  Haliborange 


Haliborange  A  C  and  D  vitamin 
tablets  are  the  leading  children's 
vitamin,  claim  Reckitt  & 
Colman.  The  brand  has  received 
steady  support  since  the 
company  acquired  the  brand  in 
1988  with  national  television 
campaigns  coupled  with  Press 
advertising. 

Last  September  a 
multivitamin  plus  calcium  and 
iron  variant  was  introduced  to 


the  range.  This  year  has  already 
seen  national  screening  of  a  new 
multivitamin  television  campaign 
which  will  continue  until  April. 

The  PR  programme  for  both 
brands  will  be  based  on  the  most 
successful  elements  of  1988  and 
1989  promotions  including 
sampling  offers,  covermounts 
and  regional  and  national 
competitions  together  with  new 
elements  to  be  announced  later. 


Samples  from  Orovite 

Orovite  7  from  Bencard  will  be 
promoted  to  health  conscious 
consumers  again  in  1990.  The 
results  of  a  '  'health  and  fitness" 
survey  (published  in  the 
December  issue  of  She 
magazine)  will  be  featured  in  a 
number  of  health  magazines  and 
newspapers  and  sample  sachets 
of  Orovite  7  to  taste  will  be 
offered.  Orovite  7  is  available 
only  through  pharmacies. 

Regina's 
'value  added'  formula 

Regina,  whose  chairman  and 
founder  Irene  Stein  resigned 
recently  after  a  boardroom 
dispute  over  escalating  costs, 
are  backing  away  from 
commitments  to  full  scale  clinical 
trials  for  their  royal  jelly 
products.  An  inconclusive  three 
month  pilot  was  carried  out  last 
Summer  to  determine  its  effect 
on  patients  with  myalgic 
encephalomyletis  (ME). 

But  with  an  estimated  6  per 
cent  of  the  UK's  female 
population  now  buying  some 
form  of  royal  jelly,  Regina  say 
the  market  is  worth  £15m.  The 
company  claims  a  70  per  cent 
share  of  the  market  for  fresh 
royal  jelly  and  says  its  sales  have 
doubled  for  each  of  the  past 
three  years. 


Regina  say  they  intend  to 
expand  distribution  in  the 
independent  pharmacy  sector, 
and  have  appointed  Ernest 
Jackson  to  head  up  the 
operation.  During  April  a  90 
capsule  pack  offering  30  free 
royal  jelly  capsules  will  be 
available.  Another  promotion 
based  on  the  '  'value-added" 
strategy  will  be  launched  in  the  j 
May/June  period. 

Gone  vegetarian 

Thompson  claim  to  sell  the  first  I 
vitamin  range  in  the  UK  that  is  l| 
guaranteed  animal-free  by  the 
Vegetarian  Society.  Marketed  i'. J 
the  UK  by  Honeyrose  Health 
Products  Ltd,  the  range  was 
introduced  at  the  beginning  of 
February.  Thompson's  range  !| : 
includes  Multiplex  and 
Supermultiplex  (vitamins  and 
minerals)  and  Kiddiplex  (a 
chewable  multivitamin-mineral :  | 
supplement  for  children).  All  th 
products  are  in  tamper-evident  I 
containers  with  CRCs. 

The  launch  is  being 
supported  by  advertising,  with  it 
showcards  and  leaflets 
emphasising  the  purity  of  the   A  \ 
range  and  the  endorsement  of  1 
the  Vegetarian  Society.  For     ! j  ■ 
product  information  sheets 
contact  John  Hey  wood, 
Honeyrose  Products  Ltd  (tel:  i  ! 
0449  612137). 


Haliborange  T\  'campaign  continues  until  April 


NOT  ALL  GINSENGS 
HAVE  THE  SAME  BITE 

One  brand  of  ginseng  gets  its  teeth  into  over  70%  of  the  market. 
Making  it  far  and  away  the  biggest  and  the  best. 
That's  Red  Kooga  Ginseng. 

And  it's  not  hard  to  see  why  Red  Kooga  is  the  ginseng  to  stock  and  sell 
through. 

It's  manufactured  from  only  the  finest  quality  Korean  ginseng. 
Itgivesthe  ideal  daily  intake  (600mg)  in  one  dose.  It'savailable  in 
a  range  of  presentations,  each 
attractively  packaged. 

bedkOog* 


Last,  but  not  least,  Red 
Kooga  will  be  promoted 
throughout  the  year. 

And  there's  a  full  point 
of  sale  package  available 
to  really  put  Red  Kooga  in 
front  of  your  customers. 
So  you  can  get  your  teeth 
into  more  of  them  too. 


GINSENG 


RED  KOOGA 
GINSENG 
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First  on  TV  with  EPO 

Healthilife  broke  new  ground 
this  month  with  what  is  believed 
to  be  the  first  ever  burst  of 
television  advertising  for  an 
evening  primrose  oil  product. 

The  television  campaign 
started  in  Thames  and  will  later 
move  to  Central.  And  during  this 
month  and  next  advertising  will 
run  in  a  wide  selection  of 
women's  magazines  and  health 
titles.  Healthilife  say  they  have 
earmarked  £500,000  to  support 
their  pure  evening  primrose  oil 
brand  this  Spring. 

Sweets  with  a  difference 

Bryant  &  May  moved  into  the 
sugar  confectionery  market  last 
year,  setting  up  The  Real 
Confectionery  Co  (RCC)  to 
market  a  range  of  vitamin- 
enriched  products. 

The  Vita  range  (£0.49  per 
bag)  includes:  Vitafruit,  a  soft- 
centred  fruit  drop  with  nine 
added  vitamins;  Vitamint,  a  soft- 
centred  mint  drop  with  added 
vitamin  C,  thiamin  and  niacin; 
Vitasoothe,  a  soft-centred  drop 
with  honey  and  citrus  oils  with 
vitamin  C,  thiamin  and  niacin. 

Each  sweet  provides  over  50 
per  cent  of  recommended  daily 
intake  of  vitamin  C  and  one-sixth 
of  thiamin  and  niacin 
requirements.  Trade  estimates 
show  that  some  86  per  cent  of 


all  adults,  or  38.3  million  people 
buy  sweets,  with  50  per  cent  of 
purchases  made  by  women. 

Healthy-type  sweets  are  a 
fast  growing  business  on  the 
Continent  where  they  already 
achieve  sales  estimated  to  be 
worth  some  £50m  a  year. 

Pharrnialra's  f  an  m \W 

Pharmaton  capsules,  the 
ginseng-based  multivitamin,  will 
be  getting  major  promotional 
support  in  1990,  say  distributors 
Unichem. 

Sales  of  £65,000  in  January 
compared  with  £24,000  in 
January  1989,  a  growth  of 
almost  300  per  cent,  say 
Unichem.  Highlights  for  1989 
included  the  first  television 
advertising  campaign  for 
Pharmaton  in  the  UK. 

Unichem  have  recently 
introduced  a  new  Perspex- 
fronted  display  cabinet  to  ensure 
that  the  product's  re-designed 
packaging  stands  out,  yet  still 
conforms  to  the  P  sale 
restrictions.  More  television 
advertising  is  planned  for  1990, 
and  PR  support  will  include 
endorsement  by  a  major 
celebrity. 

A  25  per  cent  discount  to 
stockists  is  offered  in  April  and 
Unichem  will  be  using 
Pharmaton '  s  "  Fax  of  Life 
guide  to  family  health  in  trade 
promotions. 


More  television  support  planned  for  Pharmaton 
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You  get  what  you  pay  for  with  Efamol. 
Its  price  is  a  true  reflection  of  its  quality. 
Something  we  can  guarantee  because 
Efamol  controls  every  stage  of  production 
from  flower,  to  seed,  to  oil.  Thus  ensuring 
a  consistently  reliable  product  every  time. 


And,  as  you  can  see  from  the  points  above, 
it's  no  ordinary  Evening  Primrose  Oil. 

So  it's  hardly  surprising  almost  all 
medical  research  carried  out  in  this  field 
over  the  last  decade  has  been  on  Efamol. 

Indeed  out  of  the  30  UK  Teaching 


Hospitals,  26  are  currently  condu 
research  on  Efamol. 

But  not  only  the  experts  chocij 
Efamol,  it's  also  the  brand  favour™ 
more  consumers  than  any  other  1 

We  didn't  become  brand  lead  b 


it 


Distributed  for  Efamol  Ltd.,  by  Britannia  Health  Products  Ltd.,  Forum  House,  41-51  Brighton  Road,  Redhill,  Surrey  RH1  6YS.  Tel:  (0737)  7  J' 
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Efamol's  pioneering  of  the  Evening 
Primrose  Oil  market  has  made  it  by 
far  the  leading  brand.  Efamol  is 
the  foremost  authority  on  Evening 
Primrose  Oil. 

No  other  manufacturer  can  claim  this. 

Efamol  cultivates  its  own  Evening 
Primroses  worldwide.  Every  seed 
grown  and  harvested  by  Efamol  is  the 
result  of  over  a  decade  of  crop 
research. 

No  other  manufacturer  can  claim  this. 

Over  400  properly  conducted 
scientific  trials  have  been  carried  out 
with  Efamol.  So  virtually  all  the 
published  clinical  evidence  which 
exists  is  based  on  Efamol.  Efamol  has 
invested  over£l5m  in  clinical  research. 
No  other  manufacturer  can  claim  this. 


Not  all  CLA  is  the  same.  The  biological 
effect  and  bio-availability  is  highly 
dependent  on  the  source.  Because 
Efamol  controls  the  production  of  all 
its  own  supply  of  Evening  Primrose 
Oil,  the  CLA  quality  and  consistency  of 
content  is  guaranteed. 
No  other  manufacturer  can  claim  this. 


The  Evening  Primrose  Oil  which  is  the 
subject  of  a  prescription  product 
licence  is  based  on  original  research 
carried  out  by  Efamol. 
No  other  manufacturer  can  claim  this. 

Independent  research  shows  that 
Efamol  is  the  brand  most  frequently 
recommended  by  doctors, 
pharmacists  and  nutritionists. 
No  other  manufacturer  can  claim  this. 


:e- but  then,  other  brands  of 
ng  Primrose  Oil  are  not  Efamol. 
or  more  information  and  details  of 
support  and  staff  training,  talk  to 
<perts. 

and     are  Registered  Trade  Marks  of  Efamol  Ltd 


•  THE  LEADING  EVENING  PRIMROSE  OIL 


Larkhall  working 
to  'crack'  pharmacy 

Larkhall  Natural  Health  have  been 
manufacturing  health  products  for  nearly  a 
century.  Within  the  trade  the  company  is  well 
known  through  the  frequently  controversial 
views  of  its  chairman,  Dr  Robert  Woodward, 
BPharm,  PhD,  FRSC,  MRPharmS. 

Larkhall  Laboratories  is  no  more:  last  year  Larkhall 
Natural  Health  took  its  place.  The  change  was 
forced  on  the  company  not  by  a  desire  to  emphasise 
its  marketing  platform,  but  by  the  activities  of  animal 
rights  activitists.  Putney,  according  to  Dr 
Woodward,  is  full  of  people  who  seem  to  associate 
the  word  "laboratory"  with  packs  of  cigarette 
smoking  beagles  and  red  eyed  rabbits,  and  who  feel 
the  urge  to  break  in  and  liberate  such  animals. 

"Changing  the  company  name  does  have  its 
advantages,"  says  Dr  Woodward,  with  an  eye  on 
future  European  legislation,  "because  it  says  what 
we  might  soon  not  be  able  to  say  on  our  packaging  or 
in  a  brand  name.  However,  it  does  weaken  the 
company's  image  in  markets  such  as  Germany  and 
France  where  anyone  marketing  anything  with  a 
medical  connotation  likes  to  get  the  point  across  in 
their  company  name. ' ' 

Larkhall  have  seen  sales  grow  in  the  pharmacy 
sector  over  the  past  three  years,  but  Dr  Woodward 
says  he  has  '  'not  really  managed  to  crack  the 
pharmacy  market".  Like  many  others  who  do 
significant  business  through  the  health  trade  he  feels 
many  pharmacists  do  not  take  vitamins  and 
supplements  as  seriously  as  they  should.  Attitudes 
are  too  conditioned  by  education  and  a  conservative 
tradition,  he  believes. 

"Pharmacists  are  too  much  into  RDAs  and  do 
not  realise  that  taking  vitamins  in  a  pill  is  not  the 
same  as  taking  it  in  with  food.  You  need  to  take  more 
as  a  supplement  to  'push'  vitamins  into  the  body," 
he  maintains. 

It  is  important  that  pharmacists  understand  what 
they  are  stocking,  he  says.  Vitamin  lines  should  be 
properly  formulated,  and  pharmacists  tend  not  to 
think  about  this  area.  There  is  a  terrible  trend  to  go 
for  the  cheapest  brand.  Dr  Woodward  reserves  his 
strongest  criticism  for  the  larger  multiples:  "They 
are  a  law  unto  themselves.  They  stick  their  own 
range  products  on-shelf  without  considering  the 
formulation.  They  treat  it  all  like  washing  powder. 
In  spite  of  a  number  of  approaches  Larkhall  do  not 
contract  manufacture  own  label  supplements. 

Dr  Woodward  does  not  believe  in  letting  his  sales 
force  make  cold  calls  on  retailers  for  Larkhall 's 


The  Cantassiutn  tablet 
crusher  is  a  recently 
introduced  line  allowing 
tablets  (not  film  coated  or 
delayed  release)  to  be 
crushed  for  easier 
swallowing  or  sprinkling 
on  food.  The  size  of  a  small 
,  yoghurt  pot,  it  operates  with 
a  twist  action.  A  container 
in  the  top  holds  tablets. 


Tablet 
Crusher 


Dr  Woodward  and  nutritionist  Rita  Greer  in  Larkhall 's  factory  phar 

vitamin  lines,  preferring  to  stimulate  direct  inquiry. 
But  he  admits  it  is  a  difficult  job.  There  are  only 
about  3,000  pharmacists  who  are  really  interested, 
he  says.  Larkhall  are  seeking  to  promote  the 
Cantassium  brand  in  pharmacies  this  year.  For  those 
only  wishing  to  stock  a  basic  range  D.r  Woodward 
recommends  his  top  selling  product,  Cantamega 
2000,  a  multivitamin  line;  Vit.C  chewable;  the 
children's  multivitamin  Tandem  IQ;  and  Calcimega, 
a  mineral  and  vitamin  supplement  for  women  over 
40.  The  three  Forecast  vitamin  and  mineral  products 
also  do  well  in  pharmacies. 

Larkhall  manufacture  some  500  different  lines  at 
the  moment,  and  the  factories  at  Putney  and  Oxford 
are  at  full  stretch.  No  new  lines  are  planned  for  the 
range.  Dr  Woodward  feels  it  is  increasingly  difficult 
to  sell  new  products  to  consumers.  "I  am  becoming 
reluctant  to  put  new  products  in  my  inventory. 
Gingko,  one  of  the  newer  arrivals,  has  not  got  the 
magic  quality  of  evening  primrose  oil  or  royal  jelly, 
where  the  name  is  evocative  and  helps  sell  the 
product." 

The  threat  of  European  legislation  also 
overhangs  the  whole  market.  1992  —  or  its 
equivalent  for  the  vitamin,  mineral  and  supplements 
market  —  will  put  many  smaller  companies  out  of 
business,  Dr  Woodward  maintains.  "That  is  what 
happened  when  the  Medicines  Act  came  in.  It  killed 
off  backshop  manufacturing.  People  could  not  meet 
the  bureaucratic  requirements, ' '  he  says. 

'  'I  could  understand  the  restriction  of  vitamin 
products  if  there  were  proven  hazards.  People  can 
smoke  themselves  to  death,  but  the  bureacrats  may 
not  let  them  take  vitamins!  There  is  enough 
interference  already,"  he  says.  "There  would  be 
many  problems  facing  implementation.  And 
pharmacists  should  not  be  dependent  on  the  law  for 
a  monopoly.  They  should  be  looking  to  a  situation 
where  the  pharmacist  takes  the  market  because  he 
can  give  better  advice. ' ' 

Larkhall  supply  almost  every  country  in  the 
European  Community.  Dr  Woodward  has  been 
working  on  what  he  feels  are  likely  to  be  EC 
approved  formulations  for  18  months.  About  10  per 
cent  of  his  existing  lines  currently  fit  the  bill,  he 
says.  A  sobering  thought. 


■  Larkhall  have  just  produced  a  '  'Natural  Health  \ 
Guide '  'for  consumers,  priced  £1,  giving  details  of  the  i 
company's  products  and  services.  Pharmacists  will  be  I 
sent  a  free  copy  of  the  magazine-style  guide  on  request, 
m  A  free  health  educational  diet  pack  consisting  of  a 
booklet  and  poster,  both  in  cartoon  format  and  aimed 
at  children,  is  available  from  the  company.  Send  a 
large  stamped  addressed  envelope. 
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Europe — a  time  of  change 

PAGE  information  manager  Gopa  Mitra  outlines  how 
European  influences  may  change  the  UK  supplements  market 


Moves  are  underway  through  the  European  Commission  in 
Brussels  to  unify  the  legislation  for  vitamin  and  mineral 
supplements  across  Europe.  Already  the  European  market  for 
these  products  is  among  the  biggest  of  all  the  OTC  sectors.  With  a 
combined  population  of  325  million  and  a  total  market  worth  £875 
million,  the  moves  will  bring  both  changes  and  challenges  to  UK 
manufacturers. 

The  reasons  for  the  growth  of  the  supplements  market  can  be 
traced  to  a  consumer  trend  towards  natural  remedies,  and  the 
desire  of  the  individual  to  maintain  good  health  rather  than  to 
simply  cure  ill  health.  Cultural  differences  throughout  Europe 
mean  that  markets  are  at  very  different  stages  of  development. 
Consumers  in  Greece,  Portugal  and  Belgium,  for  example,  are 
relatively  backward  in  their  use  of  self-medication,  whereas  in 
Denmark,  France,  the  UK  and  Germany  there  is  more  of  a  self- 
care  tradition.  However,  the  trends  are  clear  and  will  accelerate 
with  the  increasing  exposure  to  lifestyles  across  the  EEC. 

When  looking  at  the  European  market  for  vitamin  and  mineral 
supplements,  the  most  striking  features  are  the  variability  and  the 
domestic  nature  of  the  markets.  Very  few  brands  have  managed 
to  penetrate  more  than  a  handful  of  European  markets.  In  nearly 
every  country  it  is  the  local  brands  which  dominate.  In  Germany, 
for  example,  the  market  leaders  are  Hermes  and  Wolfer.  In  Italy 
Cebrion  has  leadership,  in  France  Roche  and  Alvityl  have 
substantial  shares,  while  in  the  UK  Seven  Seas  and  Sanatogen 
dominate  the  scene. 

All  this  is  probably  going  to  change.  The  promise  of  more 
uniform  registration  procedures  across  Europe,  linked  with  the 
very  large  market  potential,  is  attracting  many  of  the  major 
manufacturers  to  consider  developing  their  brands  on  a  pan- 
European  basis. 

The  variability  between  markets  is  on  two  levels.  Firsdy, 
products  are  very  different  in  the  shops.  Germany  and  France,  for 
example,  have  substantial  consumer  demand  for  magnesium 
supplements,  a  mineral  which  is  undeveloped  in  the  UK.  Garlic  is 


the  leading  supplement  in 
Germany,  but  is  virtually 
unknown  in  the  Southern 
European  countries.  Fish  oils 
are  big  sellers  in  the  UK  and 
Ireland,  but  are  relatively  small 
products  in  the  rest  of 
Europe. 

Secondly,  there  is  a  wide 
diversity  between  sales 
oudets.  In  some  countries 
sales  are  almost  totally 
restricted  to  pharmacy, 
while  in  others  large 
ranges  of  products  can  be 
found  in  health  food 
ouUets,  supermarkets 
and  drug  stores.  This 

situation  is  changing.  In  many  countries  the 
supermarkets  are  challenging  the  pharmacy  monopoly  for 
supplements  and  are  beginning  to  sell  a  wide  range  of  products. 

So  what  effect  will  the  legislation  currendy  being  considered 
by  the  European  Commission  have  on  the  future  development  o 
the  vitamin  market? 

The  first  point  to  be  made  is  that  the  Commission  is  unlikely 
to  legislate  on  the  channels  of  distribution,  prefering  to  leave  this] 
matter  to  the  national  health  authorities.  This  will  mean  that  we 
are  unlikely  to  see  any  changes  in  the  UK. 

On  all  other  issues,  the  position  is  far  from  clear  at  the 
moment.  It  does  seem  likely  that  the  Commission  will  seek  to 
have  some  control  over  the  quality  of  products  and  perhaps  will 
move  against  the  excesses  of  "mega  dose' '  vitamin  products. 
Many  people  believe  that  a  European  system  of  market 
authorisation  will  be  set  up  which  will  ensure  that  all  products 
offered  to  the  public  meet  minimum  standards  of  manufacture  ai 
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uality  control,  and  that  advertising  claims  will  be  restricted  to 
lose  approved.  There  is  also  discussion  about  standardising 
belling  and  perhaps  measuring  product  contents  against  a 
uropean  list  of  RDA's  (recommended  daily  allowances). 

The  Proprietary  Association  of  Great  Britain  and  major  UK 
lanufacturers  are  looking  at  the  changes  likely  to  emerge  from 
le  advent  of  the  single  European  Market  with  great  interest.  If 
ie  changes  are  to  require  vitamins,  which  are  currently 
larketed  as  foods  in  the  UK,  to  return  to  being  licensed  as 
ledicines,  it  will  mean  more  queues  at  the  Medicines  Control 
gency,  resulting  in  greater  cost  implications  which,  in  turn, 
nuld  squeeze  smaller  companies  out  of  the  market. 

However,  the  absence  of  licensing  gives  easy  access  to  the 
K  market  for  overseas  companies  while  UK  manufacturers  are 
andicapped  by  barriers  of  registration.  For  example,  it  can  take 
p  to  six  years  in  Germany  for  a  licence  to  be  granted.  The  name 
f  the  game  at  the  moment  is  '  'swings  and  roundabouts' '  but  a 
ireful  watching  brief  is  being  adopted. 

Manufacturers  lobby  for 
the  status  quo 

Lane 's  chairman  Roger  Lane  airs 
manufacturers '  concerns  overharmonisation 


he  dietary  supplements  market 
i  the  UK  has,  to  date,  benefited 
om  some  of  the  least 
?strictive  legislation  in  Europe 
i  this  area,  thanks  largely  to  the 
alicy  of  the  Ministry  of 
griculture  Fisheries  and  Food. 
IAFF  has  always  taken  the 
lew  that  vitamins,  minerals  and 
ther  nutritional  products  are, 
ith  a  few  clearly  defined 
xceptions,  foods  which  can  be 
:)ld  freely  providing  they 
limply  with  labelling  and  other 
;gulations  applicable  to  food, 
jme  trade  organisations,  such 
i  the  Health  Food 
Manufacturers  Association,  are 
ping  everything  possible  to 
?rsuade  other  EEC  countries 
jat  it  would  be  beneficial, 
specially  to  consumers,  if  they 
ere  to  adopt  the  UK's 
'proach. 
European  law  is  drafted  by 
e  European  Commission  and 
ssedby  the  European 
irliament.  Officials  within  the 
)mmission  who  are 
sponsible  for  drafting 
gislation  that  will  apply  to 
tritional  supplements  appear 
jbe  inclined  towards  the  view 
St  they  should  be  treated  as 
pdicines,  not  foods. 
\  If  the  position  adopted  by 
AFF  is  not  accepted,  it  is 
(nsidered  most  likely  that 
:ommended  daily  allowances 
jDA's)  will  be  allocated  to  most 
pmins  and  minerals.  It  may 
m  be  that,  where  the  strength 
i  product  does  not  exceed  two 
three  times  the  RDA,  the 
•duct  will  be  sold  freely 
hout  registration.  Products 
h  a  higher  potency  would, 
vever,  have  to  be  licensed. 
[Nutritional  supplements 
kii  require  registration  would 
piratically  become  covered 


by  a  directive  controlling  the 
advertising  of  pharmaceuticals. 
This  might  require  precautions, 
warnings  and  other  label  type 
information  to  be  included  in 
advertisements.  At  the  same 
time  any  medicinal  claim  that 
was  permitted  by  the  licence 
would  be  allowed  to  be  made  in 
the  advertisement.  At  present 
no  advertisement  for  an 
unlicensed  supplement  is 
allowed  to  make  a  medicinal 
claim. 

Another  group  of  products  is 
to  be  found  in  the  grey  area 
between  foods  and  medicines, 
but  which  until  now  has  in  the 
UK  been  accepted  as  "food" , 
and  over  which  both  MAFF  and 
the  Department  of  Health  have 
exercised  a  watching  brief  with 
only  limited  legislative  control. 
Among  such  products  are 
ginseng,  fish  oils,  garlic  and  royal 
jelly. 

Some  companies  have 
already  got  licences  for  products 
containing  GLA  or  EPA  (eg 
Maxepa,  Epogam)  but  other 
companies  selling  products 
containing  evening  primrose  oil 
or  fish  liver  oils,  who  have  not 
carried  out  their  own  research, 
might  find  licences  difficult  to 
obtain. 

There  are  some  products  in 
this  grey  area  for  which  it  would 
be  difficult  to  produce  the  clinical 
evidence  which  the  Medicines 
Control  Agency  would  require 
before  licences  could  be 
granted.  The  result  might  be  a 
"catch  22"  situation  where  a 
product  could  not  be  sold  freely 
as  a  food  supplement  because  it 
was  a  medicine  while,  at  the 
same  time,  it  could  not  be  sold  as 
a  medicine  because  proof  of  its 
therapeutic  value  was  not 
available. 


Garlic  goes  through  the 
breath  barrier 

A  few  years  ago  garlic  was  better  known  as  the 
cause  of  the  antisocial  aftereffects  of  an  Indian 

takea  way,  or  something  the  timid  clutched  to 
their  breast  wh  ile  watching  the  late  night  horror 

movie  to  frighten  off  the  vampires.  But  times 
have  changed . . . 

In  the  Spring  of  1988  Lichtwer  Pharma  UK 
launched  Kwai  garlic  tablets  onto  the 
unsuspecting  public.  Two  years  later  the  brand 
has  made  a  substantial  impact,  having  shaken  up 
a  rather  moribund  market.  Garlic  now  looks  set 
to  join  fish  oils  and  evening  primrose  oil  as  a 
supplement  with  its  claims  —  a  cardiovascular 
prophylactic  effect  —  "legitimised"  by  clinical 
research. 

Lichtwer  spent  £lm  promoting  Kwai  in  1989 
and  saw  sales  grow  by  300  per  cent.  A  similar 
budget  is  available  this  year.  Kwai  became  the 
UK's  leading  garlic  product  mid- way  through 
last  year,  overtaking  its  nearest  competitor 
Hotels,  according  to  Lichtwer' s  UK  managing 
director  Roger  King.  But  for  a  marketing  man  he 
is  surprisingly  reluctant  to  boast  of  brand  share, 
sales,  or  even  the  market  size,  which  C&D  puts 
just  below  £9m. 

In  two  years  Kwai  has  attained  "almost 
national"  distribution  through  both  independents 
and  multiples  in  the  chemist  and  health  food 
sectors.  Mr  King  describes  outlet  penetration  as 
'  'quite  good" .  LRC  have  just  taken  over  from 
De  Witt  as  distributors,  a  move  he  welcomes. 
Apart  from  having  a  larger  sales  force,  which  is 
needed  to  capitalise  on  the  business  being 
generated,  he  has  worked  with  LRC  before. 

Lichtwer  have  tracked  their  consumers  from 
day  one  with  an  in-pack  questionnaire.  Mr  King 
read  the  first  10,000  personally,  but  has  now 
handed  this  and  other  consumer  correspondence 
over  to  a  lady  to  be  handled  properly,  he  says. 
"One  of  the  interesting  things  about  Kwai  is  that 
it  is  genuinely  national  in  terms  of  usage.  It  is  a 
40  years  plus  product  and  seems  to  be  unisex.  It 
is  mass  market  in  the  true  sense,  and  right  from 
the  start  we  have  had  extraordinary  levels  of 
acceptance." 

Nearly  50  per  cent  of  those  using  Kwai  had 
not  used  a  garlic  product  before,  claims  Mr 
King,  and  the  brand  achieves  90  per  cent 
satisfaction  levels.  This  gives  him  the  confidence 
to  continue  with  the  high  level  of  marketing 
investment.  Research  prior  to  launch  in  1987  did 
not  indicate  a  great  awareness  of  garlic,  although 
the  "ever  used"  figure  at  10  per  cent  was 
higher  than  expected.  There  was  a  strong 
residue  of  awareness  among  older  people  who 
recall  the  days  before  the  Second  World  War 
when  natural  medicines  were  much  in  vogue. 
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Lichtwer's  marketing  strategy  has  been 
unusual  for  a  health  supplement,  and  follows  the 
formula  successfully  employed  in  Germany  — 
mass  media  advertising  backed  up  by  editorial 
sampling.  This  year's  £lm  advertising  budget 
will  be  spent  in  the  national  Press  and  women's 
magazines,  with  the  focus  on  middle  aged 
consumers.  "There  is  no  question  of  pulling  the 
plug  on  it,"  says  Mr  King. 

Licence  pending? 

Mr  King  refuses  to  discuss  whether  Lichtwer 
are  seeking  a  product  licence  in  the  UK,  but  the 
German  parent  company  reportedly  use  a  two 
handed  approach  in  countries  where  Kwai  is 
marketed.  This  means  that  while  an  application 
for  a  drug  licence  is  under  consideration,  the 
brand  is  available  as  a  supplement. 


Garlic  could 
help  to  maintain 
a  healthy  heart 
and  circulation. 


.-hp* 

%  Kwai9 

HighlyConcentrated 
Garfc  Tablets  are 
the  nearest  tWn9 
»o  fresh  garlic  ye' 
odour-controlled. 


New  POS  and  window  display  material  is  available, 
including  giant  cartons,  to  match  the  new 
packaging  and  advertisements.  £lm  is  earmarked 
this  year  for  mass  media  advertising  and 
involvement  at  events  such  as  Helfex  90.  Sampling 
with  reader  offers  will  continue  throughout  the 
year.  Kwai's  standardised  alliin  content  provides  a 
consistent  yield  of  garlic's  odorous  active 
substance,  allicin,  in  an  "odour-controlled", 
tasteless  tablet  form.  The  daily  recommended 
dosage  gives  the  equivalent  of  one  fresh  clove  of 
garlic. 


Lichtwer  Pharma  were  founded  by  50  year  old 
Kuno  Lichtwer  in  December  1981  in  Berlin.  By 
the  end  of  the  decade  what  started  out  as  a 
husband  and  wife  business  has  mushroomed  to 
employ  over  180  people,  with  1989  sales 
exceeding  Dm80m.  In  that  same  period  Kwai 
garlic  has  become  Europe's  biggest  OTC  brand. 

The  German  domestic  market  still  provides 
the  bulk  of  sales  —  exports  only  accounted  for  8 
per  cent  last  year.  However,  the  company  is 
keen  to  expand  international  operations  and  has 
its  eye  on  the  North  American  market. 
Production  was  rationalised  to  a  new  £16m  plant 
opened  in  Berlin  at  the  end  of  last  year. 

Lichtwer  also  market  other  plant-based 
products  for  both  the  prescription  and  OTC 
market,  including  lines  derived  from  ginkgo 
biloba,  hawthorn  and  ginseng. 


Roger  King  (left)  receives 
Brewhurst's  "product  of  the 
year ' '  award  for  Kwai  from  th  | 
company 's  Peter  Phillips 


"Because  we 
are  marketing 
Kwai  as  a 
supplement  we 
have  to  be 
generalised 
about  the 
I  claims  that 
can  be  made. 
There  is  still 
a  lot  of  room  for  the 
pharmacist  to  help  the 
consumer.  This  is  true  for  many  supplements, 
and  garlic,  compared  to  many  herbal  products, 
is  relatively  well  researched,"  he  says. 

There  is  still  considerable  resistance  among 
Britons  to  taking  garlic  products,  Mr  King 
acknowledges.  "But  we  have  been  able  to 
show  with  Kwai  that  we  can  get  past  the  breath 
barrier.  I  have  a  gut  feeling  that  this  product  will 
not  fall  off  in  times  of  economic  hardship.  That 
is  supported  by  the  high  levels  of  repurchase. 
When  times  get  hard  the  most  important  thing 
is  to  stay  healthy ..." 

OTC  experience 

Roger  King,  has  a  long  experience  in  the  OTC 
market,  having  handled  Alka  Seltzer  when  the 
brand  was  owned  by  Miles,  then  moving  to 
Bayer,  and  more  recently  setting  up 
Neutrogena  in  the  UK.  "I  stumbled  across  the 
enormous  size  of  some  of  the  natural  health 
markets  in  Europe  before  some  others  did. 
Natural  medicines  have  just  not  been  in  the 
hands  of  major  companies  in  the  UK,"  he  says. 
"Beecham  and  the  other  giants  have  not 
worked  in  this  field  for  the  past  20  years.  On 
the  Continent  a  lot  of  mainstream 
pharmaceutical  expertise  has  gone  into  putting 
natural  medicines  into  acceptable  formulations." 
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Today,  more  than  ever,  women  are 
aware  of  the  importance  of  calcium  in 
their  diets.  And  if  there  is  one  product 
that  has  spearheaded  this  awareness, 
that  product  is  Calcia. 

Well  developed,  well  marketed  and 
well  promoted,  Calcia  has  proved  itself 
a  winner. 

You  can't  afford  not  to  stock  it. 


1»1  Park  Road,  Overseal, 

English  Grains  Burton-on-Trent,  Staffordshire 
h  h  a  i  t  h  c  a_jl>  DE12  6JT  Tel:  0283  221616 


A  CALCIUM,  IRON 
&  VITAMIN 
SUPPLEMENT 

FORMULATED 
FOR  WOMEN 


A  CALCIUM,  1$ 
&  VITAMIN 
SUPPLEMENT 
ESPECIALLY 
FORMULATED 

FOR  WOMEN 
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90  TABLETS 
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Lanes  celebrate  60  years 

Lanes  have  embarked  on  an 
advertising  campaign  through 
the  consumer  and  health  Press 
for  a  number  of  their  products, 
coinciding  with  the  company's 
60th  anniversary. 

During  the  year,  brands  such 
as  Fort-E-Vite,  B-Complex  and 
Top  C  are  all  being  repackaged 
with  "ring-pull"  plastic  tamper 
proof  seals.  New  labels  will 
feature  a  corporate  "Lanes" 
logo.  There  will  be  common  but 
different  label  themes  for  the 
herbal  range,  and  the  vitamins 
and  nutritional  supplement 
range.  Quiet  Life  tablets  will  be 
the  first  product  to  phase  in 
these  changes  as  existing  stocks 
run  out. 

Shen  garlic,  introduced  by 
Lanes  last  Spring,  was  launched 
early  this  year  to  chemist 
outlets  through  distributor 
Ernest  Jackson.  The  move  is 
being  supported  by  a  £250,000 
advertising  splash  in  major 
women's  magazines  such  as 
Family  Circle,  Good 
Housekeeping  and  Woman  and 
Home. 

■  Lanes  are  supporting 
Naturest,  their  licensed  natural 


herbal  remedy  for  temporary 
sleeplessness,  with  a  £250,000 
campaign  in  the  women's  Press 
and  national  papers. 

Powering  into  the 
chemist  sector? 

Tony  Smith  joined  Power  Health 
last  Summer  as  general  sales 
manager,  to  set  up  a  new- 
pharmaceutical  division. 

The  necessary  resources 
have  been  provided  to  service 
the  pharmacy  side  effectively 
and  not  as  a  '  'spin  off '  from  the 
health  food  business,  he  says. 
The  company  has  also  recently 
acquired  the  Reevecrest  brand 
name. 

"We  are  currently  using  a  35 
strong  contract  sales  force  to 
develop  our  pharmacy 
distribution  and  are  in  the 
process  of  negotiating  with  key 
wholesalers.  Pharmacy  in  the 
medium  term  will  be  seeing  and 
hearing  much  more  of  Power 
Health  Products, ' '  Mr  Smith 
promises. 

The  company  has  more  than 
450  products  in  its  range,  but 
recognises  only  a  few  will  be 
suitable  for  the  pharmacy 


sector.  Packaging  for  such  lines 
is  under  review  to  take  it  away 
from  its  current  "health  food" 
image.  The  company's  Bumbles 
Royal  Gellee  is  claimed  to  be  a 
brand  leader  in  volume  terms. 

Discount  offers  from 
Natural  Flow 

Natural  Flow  first  launched  its 
products  to  pharmacies  during 
Chemex  1989. 

Natural  Flow  offer  vitamins, 


minerals,  herbal  combinations,  j 
probiotics  and  products  for 
intestinal  health,  backed  by 
information  (including  the 
"natural  health  hotline" 
available  to  all  retailers). 

Natural  Flow  say  they  will  L 
offer  discounts  to  C&D 
subscribers  up  to  April  30.  Initi 
order  discounts  of  up  to  53  perl: 
cent  will  be  available  to  new 
customers  on  a  range  of 
products.  For  a  catalogue  and  1 
details  contact  Kay  Bendall 
(tel:  0435  882482). 
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The  unique  Vitalert  range  of  Vitamins  and  Minerals 


VITALERT  is  a  totally  new  con- 
cept in  nutritional  supplements. 
VITALERT  offers  a  range  of  Ten 
individually  formulated  Vitamin- 
Mineral  supplements  designed  for 
specific  age  groups  and  lifestyles.  Since 
its  launch  it  has  achieved  remarkable 
success,  it  is  already  No  2  brand  in  key 
multiples*.  VITALERT,  backed  by 
National  Advertising,  Public  Relations 


and  Consumer  Promotions  is  available 
in  outers  of  Six,  or  in  a  multipack 
containing  all  Ten  varieties.  The  RSP  is 
£2.69  for  a  month's  supply.  Generous 
margins  and  special  offers  are  available 
from  your  wholesalers.  For  further 
information  call  Elaine  Tyson  at 
Chemist  Brokers  on  0705  219900. 
*Leading  National  Research  Company 
findings. 


English  Grains  see  red 

Business  continues  as  usual  at 
English  Grains,  who  were 
recently  purchased  for  £12. 78m 
by  Peter  Black.  The  company's 
brand  names  were  cited  as  one 
of  the  important  reasons  for  the 
purchase. 

Calcia,  the  calcium,  iron  and 
vitamin  supplement  formulated 
for  women,  has  now  become 
established  as  brand  leader, 
with  sales  topping  £lm  in  a 
market  valued  at  £3m  in  total, 
the  company  claims. 

The  product  is  also 
associated  with  the  National 
Osteoporosis  Spciety,  through 
the  funding  of  research  and 
promotional  activity.  The 
company's  "10  per  cent  extra" 
added-value  promotion  strategy 
is  likely  to  be  repeated  later  this 
year,  following  earlier  success 
with  both  stockists  and 
consumers. 

Red  Kooga  is  the  outright 
brand  leader  among  ginseng 
products,  with  a  70  per  cent 
share  of  a  sector  valued  at  £9m 
retail,  say  English  Grains. 
Mass-market  promotional 
activity  over  the  past  12 
months,  including  a  high  profile 
joint  promotion  with  The  Sun, 
resulted  in  300  per  cent  sales 
growth,  with  over  750,000  new 
consumers  sampling  Red 
Kooga. 

A  "six  days  supply  free" 
promotion  is  running  currently 
to  encourage  product  trial 
(pictured  above).  In  addition, 
the  brand  will  be  publicised  with 
a  heavyweight  national  Press 
advertising  campaign. 
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Why  Kwai  is  now 
Europe's  No.1  Health 
Care  Brand.... 


Aft  Science  is  now  confirming 
^  that  a  regular  intake  of  garlic 
could  help  to  maintain  a 
healthy  heart  and  circulation. 

AA  Kwai  is  the  nearest  thing  to 

^  fresh  garlic, 

AA  Kwai  is  only  made  from  the 
^  highest  grade  organically 
grown  Chinese  cloves. 

AA  Unlike  garlic  oil  products, 
~  Kwai  is  based  on  standardised 

alliin  ingredients  to  give  a  high 

allicin  yield. 


Affi  Kwai's  'action5  is  the  same  as 
^  that  of  fresh  garlic,  arid  yet 
is  odour-controlled. 

fltt  Kwai  is  supported  by  a 
^  dozen  clinical  trials  on  the 
product  itself. 

Kwai  is  produced  using  state 
^  of  the  art  technology  to 
German  pharmaceutical 
standards. 


...and 
market  leader  in  the 
UK... 

Ap  Kwai  is  backed  by  a  full 
£1  million  marketing 


programme. 

Kwai  is  the  product  that  has 
revitalised  the  garlic 
market  -  the  top  quality 
product  with  the  strongest 
promotional  backing. 

Kwai  is  sold  through 
pharmacies  -  not 
supermarkets! 


KWAI.  The  spice  of  life! 
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Health  &  Diet  boost  advertising  to  £500,000 


Which?  makes  waves 
over  selenium 


The  Consumers'  Association 
magazine  Which?  has  ruffled 
a  few  feathers  by  advising 
that  selenium  is  highly  toxic 
and  that  even  a  small  amount 
can  be  fatal.  "Don't  take 
selenium  unless  advised  by 
your  doctor, ' '  says  a  review 
of  the  vitamins  and 
supplements  market  in 
February. 

Wassen  International, 
who  market  Selenium-ACE, 
say  the  information  given  on 
selenium  in  Which?  is  out  of 
date  and  misleading. 
Managing  director  Mr  R. 
Matthews  points  out  that  a 
1977  Ministry  of  Agriculture 
research  paper  concluded 
the  average  British  diet 
provided  approximately 
60mcg  per  day,  lower  than  in 
most  studies  because  of  the 
comparatively  low  levels  of 
the  element  in  British  soil. 

Although  there  is  no 
recommended  daily 
allowance  for  selenium  in  the 
UK,  levels  have  just  been 


drawn  up  for  the  USA 
(70mcg  for  adult  males, 
55mcg  for  females).  A  more 
recent  UK  research  paper 
published  in  1986  suggests 
that  the  selenium  content  of 
wheat  flowrs  in  bread  (the 
major  dietary  source  of  the 
element)  has  fallen  now  more 
home  grown  grain  is  used, 
and  that  intakes  are  around 
43mcgperday,  "and 
consequently  substantially 
below  recommended  daily 
intakes". 

Users  would  need  to  take 
about  30  Selenium-ACE 
tablets  (3,000mcg  per  day) 
over  a  long  period  before  any 
toxic  symptoms  are  likely  to 
appear,  says  Mr  Matthews. 
■  "Generally  speaking,  if 
you  are  eating  a  balanced 
diet,  you  are  probably 
getting  all  the  vitamins  and 
minerals  you  need" ,  is  the 
main  message  from  Which? 
However,  the  magazine  does 
recognise  there  are 
significant  "at-risk"  groups. 


Health  &  Diet  Co  have 
increased  their  1990  advertising 
budget  to  £500,000. 

The  Food  Supplement  Co, 
the  nutrition  product  arm  of 
Health  &  Diet,  launched  a  colour 
advertising  campaign  this  month 
in  major  women's  magazines. 
The  products  featured 
throughout  the  year  will  be  the 
leading  FSC  brands  such  as 
Waterfall,  Figure  Trim  8,  Head 
High  and  the  latest  addition, 
Addlife.  With  15  ingredients, 
this  supplement  (30  £2.66)  is 
formulated  for  the  over  50s.  It 
contains  a  blend  of  vitamins, 
minerals  and  herbal  extracts 
including  vitamins  D  and  C, 
beta-carotene,  zinc,  rutin, 
echinacea  and  salmon  oil. 
Distribution  to  the  chemist  trade 
is  by  EGL  Food  Brokers. 


■  Health  &  Diet  s  slimming 
range  Slym  features  in  adverts  i 
in  slimming  and  women's 
magazines  from  March  to 
September. 

■  The  Health  &  Diet  Food  Co  I 
have  released  details  of  their 
grand  draw,  which  could  take  j 
the  winner  and  partner  to  visit 
the  NNFA  trade  show  and 
convention  being  held  this  year; 
in  Boston,  USA,  starting  July  2( 
and  returning  a  week  later. 

Every  order  placed  with 
Health  &  Diet  from  March  1  to 
April  30  will  qualify  for  entry  to 
the  draw.  Bonus  tickets  will  be 
given  with  every  order  for  new 
products  being  launched  at 
Helfex.  Details  are  being 
supplied  to  regular  customers. 
Further  information  from  Jackk 
Reed  (tel:  0483  426666). 


IF  YOU'RE 
RECOMMENDING  A 
NATU  RAL  TRANQU I LLISEI 

YOU  WANT  TO 
RECOMMEND  ONE 
THAT'S  EFFECTIVE. 
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Efamol  comes  to  TVS  and  local  radio 


PK-MENSTRUALPACK 


With  Efamol  being  advertised  in 
the  TVS  region  in  May,  now  is 
the  time  to  think  about  display, 
say  Britannia  Health  Products. 

'  A  POS  pack  (left)  is  available 
direct  or  through  distributors 
Countercall  containing  giant 
packs,  shelf  reservers  and 
strips,  and  consumer  leaflets. 
The  30  second  animated 
commercial  has  a  spend  of 
£500,000  at  rate  card,  and  will  be 
the  second  evening  primrose  oil 
advert  to  get  on  television  this 
year.  A  repeat  is  planned  in 
September,  again  targeted  at 
ABC1  female  users.  It  has  taken 
nearly  five  years  to  get  the 
script,  which  is  somewhat  vague 
over  the  product's  benefits,  past 
the  advertising  authorities. 

The  Efamol  brand  is  also 
sponsoring  the  Medicine 
Programme  on  Saturday 
afternoons  on  LBC  radio  in  the 
London  area  for  a  13  week 
period,  with  promotional 
opportunities  in  trailers  during 
the  week.  Efamol  is  currently 
distributed  in  nearly  65  per  cent 
of  pharmacies. 

Britannia  are  hoping  beta- 
carotene  will  be  '  'the  product" 
for  1990,  based  on  the  increasing 
recognition  of  its  anti-oxidant 
activity.  Bob  Champion,  race 
horse  trainer  and  ex-jockey,  is 
endorsing  the  company's 
Vitabrit  brand  with  promotional 


appearances  and  through  a 
series  of  adverts  running  this 
month  and  next  in  national 
newspapers.  A  POS  display 
package  is  available.  During  the 
Summer,  Britannia  will  be 
putting  over  the  message  that 
beta-carotene  can  help  provide 
protection  against  skin  cancer 
and  erythropoietic 
protoporhyris,  and  is  a  useful 
adjunct  to  sun  screens. 

Three  new  Pure-fil  lines 

Three  new  Pure-fil  products 
have  just  been  launched  onto  the 
market:  Super  (two  a  day)  cod 
liver  oil  capsules ,  low  odour 
whole  garlic  concentrate 
capsules,  and  Koren  ginseng 
capsules. 

Two  of  the  cod  liver  oil 
capsules  (60,  £3.40)  provide  lg 
CLO,  giving  100  percent  of  the 
RDA  for  vitamins  A  and  D,  and 
typically  lOOmg  of  EPA  and 
70mg  of  DHA,  say  makers  Bio- 
health.  The  garlic  capsules  (60 
£2.76)  contain  250mg  of  dried 
concentrate  from  3g  fresh  whole 
garlic  corm.  The  ginseng 
capsules  (30  £3.69)  contain 
500mg  panax  Korean  ginseng. 

Until  March  31  an 
introductory  offer  is  available  of 
11  as  ten  for  single  cases,  and  12 
for  the  price  of  ten  when  one 
case  of  each  new  line  is  ordered. 


Each  Natracalm  tablet  contains 
the  equivalent  of  a  full  500mg  of  Passiflora 
incarnata. 

(Which,  as  you  probably  know,  is  a 
herbal  remedy  traditionally  used  for  the 
symptomatic  relief  of  nervous  tension  and  the 
stress  and  strain  of  everyday  life). 

Natracalm  represents  a  new  generation 
of  herbal  remedies:  it  contains  a  higher 
level  of  active  ingredients  than  many  herbal 
products  previously  available. 

It  has  a  full  product  licence,  and  is  GSL 
so  no  prescription  is  required. 

And,  at  a  time  of  growing  concern  about 
potential  tranquilliser  dependency,  and 
when  customers  will  increasingly  be  seeking 
your  advice,  it's  reassuring  to  know 


that  Natracalm  is  non- addictive  and  has  no 
known  side  effects. 

Last,  but  not  least,  Natracalm  is  backed 
by  major  advertising  campaigns  in  both  the 
national  and  women's  press. 

The  Natracalm  formula  works.  You  can 
recommend  it  with  confidence. 


fci 


NATRACALM 

Forftiestressandstrvnofeverydvljfe 


English  Grains 

HEALTHCARE 

3ark  Road,  Overseal,  Burton-on-Trent, 
Staffs  DE12  6)T. 
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From  the  new  TV  campaign  for  Seven  Seas  supplements 


Seven  Seas  start  the  decade  with  nine  new  products 
due  to  be  launched  in  1990  and  a  £5m  advertising 
budget  that  leads  marketing  director  Tom  Hardman 
to  claim  that  there  will  be  a  Seven  Seas  product  being 
promoted  on  television  somewhere  in  the  country 
continuously  during  the  year. 

Pharmacists  can  expect  to  hear  a  lot  from  the 
company  this  year.  '  The  supplements  market  is  the 
only  business  we  are  in.  It  is  important  that  having 
worked  so  hard  for  10  years  we  make  sure  everyone 
knows  it, "  says  Mr  Hardman.  In  a  market  that  grew 
by  28  per  cent  last  year  to  reach  £153m  (year  to 
December),  Seven  Seas  claim  a  27  per  cent  share. 
Within  the  pharmacy  sector  the  company  now  claims 
to  account  for  39  per  cent  of  all  vitamin,  mineral  and 
supplement  sales  —  three  times  that  of  their  nearest 
competitive  brand  —  and  is  taking  share  off  major 
rivals. 

Sales  growth  continues  to  come  from  increasing 
market  penetration,  says  Mr  Hardman.  Nearly  one  in 
three  women  now  take  a  supplement  regularly, 
compared  to  only  a  quarter  three  years  ago.  Overall, 
adult  usage  is  up  to  27  per  cent,  and  this  will  help  take 
sales  to  over  £225m  by  the  end  of  1992,  he  predicts. 
Publicity,  particularly  in  the  women's  Press,  is 
holding  up  well,  fuelled  by  positive  results  from 
research  which  has  frequently  been  industry  driven. 

"There  is  no  doubt  that  penetration  will  reach  as 
high  as  45  per  cent  to  reach  the  levels  seen  in  the 
USA.  Fish  oils,  evening  primrose  oil  and  the  like  can 
make  a  substantial  contribution  to  a  health  conscious 
ageing  society,"  says  Mr  Hardman.  "People  are  far 
less  cynical  about  the  whole  market .  Far  fewer 
people  start  a  conversation  with  'Does  it  work?'  The 
area  has  gained  respect . ' ' 

Manufacturers'  activity  has  also  helped  the 
market  develop.  Mr  Hardman  admits  that  the 
investment  put  behind  Kwai  garlic  '  'certainly  stirred 
us  up" .  It  is  genuinely  incremental  business  for 
pharmacy,  he  believes,  with  long  courses  of 
treatment  likely  to  provide  regular  turnover  and  good 
OTC  profits. 


The  single  European  market  and 
'  'harmonisation"  seem  to  hold  few  fears  for  Seven 
Seas,  unlike  some  competitors  who  view  proposed 
legislation  with  alarm .  "  Our  vie w  has  always  been 
that  it  is  important  to  have  some  sort  of  control  on 
good  manufacturing  practice.  I  would  not  welcome 
any  further  tightening  of  advertising  controls  though. 
If  there  is  a  threat  to  the  market  it  comes  from 
unscrupulous  manufacturers  being  able  to  dump 
product  onto  the  market  as  a  food, ' '  says  Mr 
Hardman.  '  'I  do  not  forsee  any  distribution  controls 
on  our  products  that  will  endanger  our  business.  We 
are  not  into  mega-doses  and  making  overzealous 
claims." 

However,  Seven  Seas  have  recognised  the 
Continental  trend  towards  vitamin  fortified  food  and 
drink  products.  Mr  Hardman  admits  the  company  has 
a  range  of  fortified  packet  soups  and  instant  dried 
meals  on  test  in  a  few  outlets.  Their  future  depends 
as  much  on  EC  legislation  as  on  consumer 
acceptance. 

"We  target  groups  of  products  at  consumer  groups. 
Our  brands  do  not  compete.  We  lead  publicity  in  an 
area,  back  it  up  with  trade  promotions  and  then 
brand  it  with  a  strong  marketing  package  on 
television  and  in  the  Press,"  says  Mr  Hardman. 

This  formula  will  be  applied  to  the  nine  new  lines 
Seven  Seas  plan  to  launch  this  year.  One  of  the  first 
new  products  likely  to  appear  is  an  evening  primrose 
oil  product,  marketed  under  the  Seven  Seas  name, 
but  with  a  different  strength  and  targeted  at  a 
different  consumer  group  from  existing  products. 
The  new  line  is  understood  to  be  for  women  in  the 
18-30  age  group. 

A  completely  innovative  new  product  "which  is 
not  on  the  market  in  this  country  and  possibly 
nowhere  else  in  the  world"  is  promised  for  the  late 
Summer  or  early  Autumn.  With  seven  other  lines 
unaccounted  for,  watch  this  space! 
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Hotels  lead  in  chemists 

ie  latest  Nielsen  figures  show 
e  booming  UK  garlic  market 
be  worth  £7.2m  with 
,armacies  accounting  for  50 
r  cent  of  sales.  Hofels  claim  a 
percent  share  within 
armacies,  with  78  per  cent  of 
such  outlets  stocking  at  least 
e  product  from  their  range. 
Cardiomax  garlic  oil  capsules 
ve  been  the  most  successful 
oduct  launch  ever  from  the 
mpany,  and  across  the  range 
ies  during  the  last  two  months 
1989  were  twice  those  for  the 
me  period  in  1988.  A  six 
mth  £500,000  advertising 
npaign,  which  has  been 
ining  since  last  October, 
ishes  this  month. 
Hofels  sponsor  the  Garlic 
search  Bureau,  run  by  ex- 
maging  director  David  Roser, 
io  has  been  promoting  garlic 
!g  before  it  became 
,hionable.  Pharmacists 
inting  further  information  on 
[lie  can  contact  him  on  PO 
x40,  Bury  St  Edmunds, 
[folk  IP312SS. 

d  liver  oil  —  two  million 
new  users 

it  year  over  two  million 
■pie  took  cod  liver  oil  for  the 
ttime,  according  to  Seven 
is,  who  say  80  per  cent  of  all 
t  sold  is  their  brand.  Cod 
r  oil  is  now  the  biggest 
wth  market  in  the  VMS 
tor,  and  during  the  1989 
[iter  season  accounted  for  25 
cent  of  all  vitamin  and 
iplement  sales. 
[Two  fifths  of  Seven  Seas' 
0  advertising  budget  of  £5m 
be  spent  supporting  cod 
r  oil,  which  is  used 
jicipally  by  the  over  55  age 
up  to  relieve  joint  pain  and 
ness. 

C  trial  boosts  fish  oils 

earch  carried  out  by  the 
Jical  Research  Council  on 
benefits  of  fish  oil  in 
[renting  heart  disease  (see 
has  strongly  boosted 
jiand,  and  offers  a  "massive 
brtunity  for  chemists" ,  say 


Seven  Seas.  A  £200,000 
marketing  campaign  and  further 
public  relations  activity  is 
planned  for  Pulse  pure  fish  oil 
capsules  this  year. 

■  Heart  disease  kills  200,000 
people  annually  —  more  than 
one  every  three  minutes. 

■  Britain  has  the  highest  heart 
disease  mortality  figures  in  the 
world. 

To  explain  how  to  reduce  the 
risk  factors  of  coronary  disease 
Seven  Seas  and  the  heart 
charity  CORDA  have  produced 
a  consumer  leaflet  entitled  "A 
Guide  to  a  Healthier  Heart". 
Copies  from  Amanda  Hoblev 
(tel:  01-602  7131). 

TV  campaign  boosts 
Minadex 

Sales  of  Minadex  products  were 
up  by  33  per  cent  in 
November/December  1989, 
which  Seven  Seas  attribute  to 
the  first  ever  national  television 
campaign  for  the  brand.  A 
further  £500,000  will  be  spent 
advertising  the  brand  in  1990. 
The  range  was  extended  in 
February. 

Seven  Seas  value  of  the 
children's  sector  of  the  VMS 
market  at  £12. 8m. 

Supplements  relaunched 

Seven  Seas  last  week 
relaunched  their  15-strong 
supplements  range.  The 
packaging  has  been  unchanged 
for  eight  years  and  will  be 
upgraded  with  improved  clarity 
of  wording  and  claims.  A 
£750,000  national  television 
campaign  started  on  March  12 
and  will  run  for  four  weeks  to 
support  the  relaunch. 

Multivitamins  used  to  be  the 
major  seller  in  the  vitamin  and 
mineral  supplements  sector,  but 
now  only  account  for  37  per  cent 
of  sales,  say  Seven  Seas. 

The  Berries  range  is  being 
advertised  on  television  this 
year  and  Seven  Seas  claim  it  is 
the  most  successful  VMS  range 
launched  this  decade.  Sales 
doubled  last  year.  Some  £1. 5m 
will  be  spent  on  advertising  the 
Berries  and  Seven  Seas 
supplement  ranges  in  1990. 


Jpdex  on  television  again  in  1990 
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solmon  pure 

.^^W      fish  I  oil  caosule* 


A  major  health  food  publication  advertising  and  editorial 
campaign  has  been  launched  to  promote  the  latest 
superior  fish  oil  product  —  Salmon  Pure. 

Four  capsules  taken  as  part  of  regular  daily  diet  is 
equivalent  to  eating  half  a  pound  of  fresh  salmon. 

Salmon  Pure  fish  oil  has  the  richest  source  of  0mega-3,  a 
combination  of  acids  credited  with  giving  fish  oil  its 
amazing  properties. 


International  Distributors:- 
Health  Laboratories  Ltd 
Baytord  Industrial  Centre 
London  E8  3SE. 

Tel:  01-985  8211;  Fax:  01-985  2953 


(IK  Distributors:- 

Ever  Heady  Consumer  Products  Ltd 
116-118  Brent  St.  Mention 
London  NW4  20T 

Tel:  01-202  2029;  Fax:  01-203  9083 


Health  Aid 


ENERGY  BOOSTER 


SPECIAL  INTRODUCTORY  OFFERS 

Buy  3  outers  get  5  units  FREE  -  Giving  you 
aP.O.R.  of  over  50%  VAT  Inc. 
+  FREE  CONSUMER  LEAFLETS 
+  FREE  POSTERS  +  FREE  SHELF  STRIPS 


Available  from 

Pharmadass  Limited, 

284a  Water  Road,  Wembley,  Middlesex  HAO  1HY 
Tel:  01-991  0035.  Fax:  01-997  3490. 


HERBAL  START  is  a  100% 
natural   Energy  Booster 
formula  which  is  totally 
yeast,  sugar,  caffeine  and 
gluten-free  and  completely 
devoid  of  any  known  harmful 
stimulants 

HERBAL  START  is  the  perfect 
energy-boosting  formula 
for  everyone  who  wishes 
To  start  the  day 
with  optimum 
energy   and  to 
'"•^^^         maintain  a  healthy, 
fulfilled  life  style. 

Trade  price  £2.90,  retailing  at  £4.99 
for  30  tablets  available  in  a  display 
outer  of  10  bottles  Minimum  order 
1  outer  of  10. 


Health  Aid 
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VMS  sales  outdistance 
other  OTC  markets 

The  vitamin  and  dietary  supplements  market  continue 
to  grow  ahead  of  other  major  OTC  markets,  and  is  not 
clearly  established  as  the  largest  OTC  sector,  as  the  late 

figures  from  A.C.  Nielsen  show. 
Market  sizes  19S9 

Sterling  Volume 
(£000s)      (000s  units) 

Total  vitamins  and 

dietary  supplements  196,112  81,042 

Multivitamins  53,645  26,488 

Single  vitamins  27,938  14,798 

Fish  oils  23,077  10,488 

Other  dietary  supplements*  91,452  29,268 

*  Other  dietary  supplements  include  evening  primrose  oil,  selenium,  ginseng, 
galic,  herbal  remedies,  royal  jelly  and  minerals. 

rhe  vitamii .  . 

Sterling  (£000s)  Volume  (000s  units) 

Multivitamins          26,488  (64.2  per  cent)  53,645  (65.8  percent) 

Single  vitamins        14,798  (35.8  percent)  27,938  (34.2  per  cent) 

Vitamin  C               8,452  (20.5  per  cent)  14,534  (17.8  percent) 


Market 
report 

The  supplements  market 
continues  to  grow,  fuelled  by 
increasing  consumer 
penetration,  strong 
marketing  support  and  better 
educated  end  users.  Dietary 
supplements  are  gaining  a 
larger  market  share  at  the 
expense  of  vitamins  as  claims 
for  products  such  as  evening 
primrose  oil,  garlic  and  fish 
oils  become  substantiated. 

Mintel  forecast  the 
market  in  1990  will  reach 
£147m,  split  between 
vitamins  at  £87. 5m  and 
dietary  supplements  at 
£59.45m.  By  1993  sales  are 
predicted  to  reach  £184. 5m, 
with  vitamins  taking  £103m 
and  supplements  £86. 5m. 
Over  the  past  year  the 
market  has  become  more 
fragmented  with  the  launch 
of  more  dietary  supplement 
combinations  and  products 
targeted  to  particular 
conditions  and  lifestyles. 

There  has  been  a  swing 
away  from  multivitamin 
products  to  single  vitamins, 
and  the  resurgence  of 
interest  in  long  established 
remedies  such  as  cod  liver  oil 
and  garlic  has  been 
pronounced.  Media  interest 
has  had  a  major  impact,  since 
much  of  the  market  growth 
has  come  from  "natural" 
products,  which  dovetail 
neatly  with  consumers' 
newly  acquired  '  'green' ' 
consciousness. 

Advertising  in  the  sector 
is  also  mushrooming.  Just 
over  £6m  was  spent  in  1988: 
this  year  Seven  Seas  alone 
are  spending  £5m,  and 
Lichtwer  Pharma,  with  only 
one  product,  £lm.  Britannia 
Health  Products  and 
Healthilife  are  both  breaking 
new  ground  with  television 
advertising  for  evening 
primrose  oil.  Fisons  will  be 
supporting  their  Sanatogen 
range  with  a  £2m  mixed 
media  campaign.  Spending 
could  easily  exceed  £12m  in 
1990. 

Population  changes 
continue  to  offer  an 
interesting  perspective  on 


the  market.  The  number  of 
children  as  a  proportion  of 
the  overall  population  has 
declined  steadily  since  the 
1970s  (there  were  1.3  million 
fewer  children  in  1987  than  in 
1971 ,  a  drop  of  20  per  cent) , 
while  the  number  of  elderly 
continues  to  rise.  The  over 
65  age  group  will  form 
around  16.5  per  cent  of  the 
population  for  much  of  the 
1990s  (OCPS),  although  this 
group  at  the  moment  sees 
the  lowest  level  of  usage  of 
vitamin  supplements. 

Consumer  research 
carried  out  last  year  by 
Mintel  showed  multivitamins 
are  still  the  most  popular  line 
on  the  market,  with  17  per 
cent  of  adults  "having  used" 
within  the  last  three  months. 
Cod  liver  oil  came  in  second 
place  at  11  per  cent  and 
single  vitamins  in  third  at  8 
per  cent.  However  AGB 
suggests  that  multivitamin 
sales  have  been  static  in 
1989  at  around  £54m, 
representing  a  2  per  cent 
decrease  in  the  total  market. 

Fisons'  Sanatogen 
remains  the  leading 
multivitamin  brand  with 
around  33  per  cent  of  sales, 
followed  by  Seven  Seas  and 
Healthcrafts  (Booker)  both 
with  9  per  cent.  Sales  of 
single  vitamins  increased  4 
per  cent  last  year  to  £28m. 

Consumption  of 
multivitamins  is  strongly 
biased  towards  women, 
younger  adults,  ABCls  and 
those  living  in  the  London 
and  TVS  regions,  according 
to  Mintel.  Popularity  is  also 
above  average  in  Granada 
but  Scotland  has  the  lowest 
usage  in  the  country.  Seven 
Seas  claim  there  is  little 
regional  variation  in  the  sales 
of  cod  liver  oil,  although  the 
Mintel  survey  shows  that 
again  London  and  the  TVS 
areas  see  the  highest 
consumption. 

A  key  conclusion  to  the 
survey  was  that  a  majority  of 
consumers  still  do  not 
consider  vitamins  and 
supplements  to  be  a  regular 
or  necessary  part  of  the  diet, 
and  42  per  cent  considered 
them  unnecessary  for  adults. 
This  leaves  considerable 
potential  for  yet  further 
market  growth. 


Other  OTC  markets  1989 

Sterling  (£000s) 

Oral  analgesics  121,250 
Cold  remedies  41,433 


Outlet  share  (%)  1989 


Total  VMS  market 

Total  vitamins 
Total  fish  oils 
Other  diet  products 

Total  VMS  market 

47  6  |316 


9  8 


Total  fish  oils 

56  8     16  9 

8  4 


i     1  Total  chem.sts  I  "  ]  Total  G.oce. 

|  |,nc  Boots)  I. ...J 


Volume  (000s  units) 

132,250 
32,174 


Total 

Total 

Other 

grocer 

healthfood 

outlets 

9.8 

31.6 

11.0 

12.0 

19.1 

11.4 

8.4 

16.9 

17.9 

8.1 

47.2 

8.8 

Total  vitamins 


57  5      119  1 

12  OO 


Other  diet  products 


35  9 

47  2 

"|  Total  heallhlood  ~J  Other  outlets 


Total  chemists 
(inc  Boots) 
47.S 

57.5 
56.8 
35.9 
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Evening  primrose  oil 
consumer  profile 


The  Evening  Primrose  Oil  Co  have  compiled 
the  following  consumer  profile  of  EPO  users, 
sourced  from  an  Omnibus  Survey  in  June 
1989  and  their  own  research  data. 
Awareness:  General  awareness  has  increased 
to  a  level  where  60  per  cent  of  all  women 
surveyed  had  heard  of  evening  primrose  oil. 
This  represents  23  million  potential  users. 
Consumer  profile  and  usage:  The  number  of 
consumers  of  EPO  has  tripled  in  two  years  to 
1.15  million  women,  while  the  average 
number  of  packs  used  has  increased  from  12 
per  person  in  1987  to  13  in  1989. 
90  per  cent  of  users  are  women. 
74  per  cent  of  whom  are  aged  between  25-44 
years. 

77  per  cent  have  high  incomes,  ie  A,  B  and  C 

group  consumers. 
Reasons  for  purchase: 

40  per  cent  of  women  take  EPO  to  relieve 

symptoms  of  PMS. 
18  per  cent  to  maintain  their  general  feeling 

of  well-being. 
15  per  cent  to  maintain  healthy  skin. 


4  per  cent  for  tiredness. 

3  per  cent  for  hair  and  nails. 
1  per  cent  for  MS. 

19  per  cent  for  other  conditions  such  as: 

stress,  dry  eyes,  high  blood  pressure, 

rheumatism. 
Main  influences  to  purchase: 
45  per  cent  of  women  purchase  EPO  because 

it  has  been  recommended  by  a  friend  or 

doctor. 

30  per  cent  had  read  about  it. 

10  per  cent  had  seen  it  promoted  in  a  shop. 

10  per  cent  had  seen  an  EPO  advertisement. 

5  per  cent  had  heard  about  it  on  TV  or  radio. 
■  The  EPO  market  was  worth  £19m  at  rsp  in 
1989,  say  EPOC  (estimate  based  on  Neilsen 
data  December  1989).  Efamol  emerges  as 
clear  brand  leader  with  42  per  cent  share, 
followed  by  Seven  Seas  (28  per  cent),  EPOC 
(15  per  cent).  Booker's  Ladycare  takes  1  per 
cent  of  sales  with  others  (inc  Boots  and 
Superdrug  own  label)  the  remaining  14  per 
cent.  The  three  brand  leaders  grew  slightly 
at  the  expense  of  other  brands  during  1989  . 


2  constraints  on  advertising 
imins  and  supplements  have 
■n  held  responsible  in  some 
irters  for  retarding 
'elopment  of  the  market. 
Fisons  Consumer  Health  say 
y  recognise  the  value  of 
:able  controls, 
evertheless  the  anomalies 
ween  Press  and  television 
trictions  do  unnecessarily 
iplicate  the  situation  and  are 
beneficial  to  the  consumer, 
)  could  be  confused  by  the 
isage  they  receive, 
ecially  as  the  constraints  are 
'always  in  line  with  medical 
king,"  says  the  company. 
Fisons  say  they  would 
pome  a  move  to  a  standard 
of  regulations  in  line  with  the 
ent  more  accurate 
[nmittee  on  Advertising 
:tice  code  which  matches 
e  closely  medical  thinking, 
lied  through  a  reputable 
iciation  such  as  the  PAGB. 
Msons  expanded  the 
Jtogen  range  into  the  four 
l  areas  of  the  supplements 
ket  last  September,  while  at 
ame  time  sprucing  up  the 
aging  of  their  single 
nins. 

"hoosing  the  right  time  to 
r  these  new  sectors  was 
:al  as  Fisons  were 
rmined  the  new  lines  would 
indermine  the  brand's 
all  credibility.  "Now  that 
sur  supplement  areas 
en  —  ginseng,  garlic, 
ing  primrose  oil  and  royal 

are  no  longer  seen  as 
iky'  the  vitamins  brand 
r  can  provide  the  authority 
ter  them  confidently,"  the 
>any  says. 


The  move  is  the  biggest  thing 
to  happen  to  the  brand  since  the 
multivitamin  products  were 
relaunched  in  1985.  But  it  does 
not  mark  a  major  shift  in 
emphasis  since  the  potential  for 
the  new  lines  is  based  on 
Sanatogen  multivitamins  which 
will  continue  to  receive  as  much 
support  as  ever,  say  Fisons. 
They  still  outsell  their  nearest 
competitor  by  five  to  one. 

Sales  of  the  new  lines  and  the 
relaunched  single  vitamins  have 
been  in  line  with  company  plans, 
say  Fisons.  A  £2m  advertising 
spend  will  support  the  brand. 
The  single  vitamins  are  on 
television  this  month  and  next 
while  the  supplements  are 
currently  being  supported  in  ten 
major  titles. 

Sales  through  pharmacy  of 
dietary  supplements  are 
extremely  bouyant  —  up  55  per 
cent  in  1989.  Fisons  say  they 
plan  to  continue  with  their  policy 
of  trade  support,  consumer 
promotions  and  PR  campaigns 
during  the  "off  peak"  Summer 
period.  "Pharmacies  continue  to 
be  the  cornerstone  of  the 
Sanatogen  business  and 
development  of  this  sector  is  key 
to  the  brand's  future  growth," 
the  company  says. 

The  impact  of  European 
brands  in  the  UK  has  so  far  been 
limited  and  there  is  no  reason  to 
believe  this  will  change 
significantly  over  the  next  five 
years,  say  Fisons.  EEC 
legislation  is  more  likely  to 
inhibit  rather  than  expand 
opportunities  in  other  countries 
as  the  new  controls  will  demand 
more  commercial  and  technical 
expertise. 


Fisons  move 

to  extend 
Sanatogen's 
brand  profile 


Sanatogen 

V  I  T  AM  IN 


HIGH 

60  chew 

ible  500mg 

tablets 

I  Huh  dow  vi1  InC 

«'ll>™UL,l,„,„   |1:,„ 


Sanatogen  single  vitamins  —  on  television  in  March  and  April 
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The  Beecham  supplements  range 


Beecham  keep 
weather  eye  on 
vitamin  activity 
in  Europe 

Beecham  Health  Care  say  they  are 
monitoring  vitamin  activity  globally  and 
closely  following  the  new  proposals  for 
dietary  supplements  in  Europe  due  in  1992. 

Britain  is  increasingly  one  of  the  most 
sophisticated  users  of  dietary  supplements  in 
Europe,  say  Beecham,  and  there  has  been  a 
shift  in  emphasis  to  increased  single  vitamin 
usage,  minerals  and  more  specialised 
products,  as  more  discerning  users  identify 
their  specific  needs. 

The  anti-oxidant  vitamin  A  precursor 
beta-carotene,  and  vitamins  E  and  C  will 
continue  to  receive  much  publicity  in  the 
1990s,  the  company  predicts. 
Epidemiological  studies  have  associated  low 
intake  of  anti-oxidant  nutrients  with  increased 
incidence  of  degenerative  disease,  and  the 
results  of  on-going  supplementation  trials 
should  further  clarify  the  relationship  during 
the  1990s. 

There  has  been  growth  in  the  dietary 
supplements  market  to  a  value  of  £40m  in 
1989  with  consumers  becoming  increasingly 
interested  in  natural  products  such  as  fish 
oils,  royal  jelly  and  garlic.  Consumer  research 
indicates  that  first-time  vitamin  users  prefer 
to  buy  a  multivitamin  product,  believing  that  a 
balanced  dosage  will  be  most  effective. 

Beecham  report  their  launch  into  the 
children's  market  with  Ribena  A,C  &  D 
vitamins  has  been  successful.  Vykmin,  too, 
has  seen  good  sales,  the  company  claims:  the 
addition  of  beta-carotene  has  attracted  a 
number  of  new  users. 


Tryptophan  and 
germanium 

Supplements  containing  L-tryptophan  and 
germanium  were  withdrawn  from  sale 
following  advice  from  the  Department  of 
Health  last  Autumn  and  there  is  little 
immediate  prospect  of  either  coming  back  on 
sale  in  the  near  future. 

At  the  end  of  November  1989  doctors 
were  warned  of  a  clinical  syndrome 
characterised  by  intense  eosinophilia  and 
myalgia  which  had  been  reported  in  the  USA 
in  association  with  supplements  containing  L- 
tryptophan.  Over  400  cases  had  been 
reported  and  a  nationwide  recall  of  the 
products  was  initiated  by  the  Food  and  Drug 
Administration. 

In  December  the  Committee  on  Safety  of 
Medicines  said  it  was  unlikely  that  L- 
tryptophan  was  the  cause  of  the  problem, 
since  it  has  been  available  for  many  years. 
The  CSM  felt  it  was  more  likely  to  be  an  as 
yet  unidentified  contaminant.  US 
manufacturers  are  pointing  the  finger  at  the 
Japanese  suppliers  of  their  raw  material. 
With  a  potential  threat  of  litigation 
overshadowing  the  issue,  they  are 
understood  to  be  less  than  co-operative. 

Estimates  of  the  amount  of  L-tryptophan 
used  in  the  UK  vary  between  11  and  18  tons 
and  the  majority  of  this  (90  per  cent  or  more) 
is  used  in  prescription  products  such  as 
Pacitron  and  Optimax  indicated  for  treatment 
of  depression,  and  in  parenteral  feeds. 
Patients  should  continue  with  their  treatment 
unless  advised  otherwise  by  their  GP. 

The  UK  withdrawal  of  products  did  not 
apply  to  multi  supplement  products,  only  to 
those  where  the  daily  dose  exceeds  lOOmg. 
One  of  the  companies  affected  is  Larkhall 
Laboratories,  and  managing  director  Dr 
Robert  Woodward  is  becoming  irked  at  the 
lack  of  progress  towards  resolving  the  issue. 
The  DoH  has  made  little  effort  to  find  out 
what  caused  the  problem  in  the  States  or  to 
lift  the  ban  in  the  UK,  he  says. 

Germanium  warning  still  in  force 

The  Department  of  Health's  warning  on 
germanium  came  mid-October  last  year  and 
followed  hard  on  the  heels  of  a  highly  critical 
article  by  Duncan  Campbell  in  New 
Statesman  &  Society  (September  8). 
Evidence  from  Japan  suggested  consumption 
of  doses  in  the  range  50-250mg  daily  over 
periods  of  four  to  18  months  can  cause 
severe  kidney  damage,  leading  in  some  cases 
to  renal  failure  and  death. 

Germanium,  which  was  described  in  the 
article  as  "a  nutritionally  valueless  poison, 
sold  for  huge  profits" ,  typified  for  Mr 
Campbell  the  unacceptable  face  of  the 
"vitamin-industrial  complex".  The  Health 
Food  Manufacturers'  Association  has 
advised  members  to  suspend  sales  of 
germanium  supplements  pending  the 
outcome  of  trials.  Because  such  products 
have  until  now  been  marketed  under  food 
legislation  there  has  been  no  requirement  for 
them  to  be  tested  for  toxicity  as  there  would 
have  been  had  they  been  medicines. 
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YOU'LL  SOON  BE  SELLING 
PHARMATON  BY  THE  BOX. 
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Starting  March,  the  hugely  successful  Pharmaton 
lercial  will  be  bouncing  back  onto  your  screens. 
\nd  with  up  to  40%  P.O.R.,  you  know  what 
mean  to  your  sales.  So  better  make  sure 
i  well  stocked  up.  Just  remember  though,  UlllCll@m 


we're  the  sole  distributors  for  Pharmaton  in  the  UK.  So  if 
you're  not  a  UniChem  member  and  your  own  wholesaler 
doesn't  stock  it,  then  simply  talk  to  us  direct. 
Otherwise  the  only  thing  that  will  be  left  on  the 
shelf  is  you. 


UniChem  Limited,  UniChem  House,  Cox  Lane,  Chessington,  Surrey  KT9  1SN.  Tel:  01-391  2323. 


DON'T 
MISS  IT 


Europe's  greatest  International 
Health  Food  Trade  Exhibition 

April  8/9  NEC 


Helfex  90  the  biggest,  most  modern  and 
most  sophisticated  health  food  trade 
show  in  Europe  is  being  staged  in  the 
brand  new  complex  at  the  National 
Exhibition  Centre,  Birmingham. 

The  considerably  increased  attendance 
at  Helfex  88  proved  that  the  move  to 
Birmingham  made  the  show  much  more 
accessible  for  visitors  from  all  over  the 
country.  Building  on  this  success  more 
space  has  been  taken  accommodating 
even  more  exhibitors  and  visitors  this 
year  at  the  largest  display  of  health 
related  products  ever  staged  in  the  UK. 

Helfex  90  will  be  in  Hall  8  which  is  part  of 
the  new  complex  comprising  three  halls 
opened  in  1989.  £40  million  has  been 
spent  on  this  new  investment  to  respond 
to  the  needs  of  Britain's  major  trade  fairs 
-  one  of  which  is  Helfex. 

This  new  complex  is  integrated  with  the 
NEC's  original  buildings  by  means  of  the 
Skywalk.  This  is  a  400  metre  pedestrian 
link,  equipped  with  'moving  pavements' 
in  both  directions,  taking  visitors  from 
the  Piazza  into  the  new  Atrium.  This  light 
and  spacious  concourse  is  on  two  levels 
and  contains  a  stylish  restaurant  (seating 
350)  extending  onto  the  concourse  cafe- 
style,  hospitality  suites,  seminar  rooms 
and  a  private  dining  room  for  450  people. 

Hall  8  is  located  on  a  single  level  and 
incorporates  its  own  restaurant,  bar, 
toilets  and  seating  areas. 

Buyers  will  enjoy  the  most  up-to-date 
facilities  and  the  highest  standards  of 
comfort  in  impressive  surroundings. 


helfex 

90 


Come  and  see  how 
you  can  be  part  of 

this  growing 
£600  million  market 

Over  200  top  Specialist 
Suppliers  exhibiting 

Natural  Foods 
Health  Beverages  &  Juices 

Dried  Fruits,  Nuts,  Pulses  etc. 
Nutritional  Products/Sports  Nutrition 

Food  Supplements 
Vitamins  &  Minerals 

Amino  Acids  &  Trace  Elements 
Alternative  Remedies/Aromatherapy 

Natural  Toiletries  and  Cosmetics 
Therapeutic  &  Exercise  Equipment 
Health  &  Hygiene  Equipment. 

Free  two-day  lecture  programme 
covering  everything  to  do  with 
health.  Top  international  speakers. 

Free  admission  to  the  retail  and 
buying  trades.  (Trade  only.) 


NATIONAL  EXHIBITION  CENTRE,  HALL  8 

BIRMINGHAM.  April  8th  &  9th. 
Sunday  8th  9.30  to  6.30  Monday  9th  9.30  to  5.00 


Enquiries  To  The  Organiser,  Helfex  90,  Angel  Court,  High  Street,  Godalming,  Surrey  GU7  IDT  Tel:  0483-426450  Fax:  0483-426921 


